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3 v 0 r since the incroductonn. oT ■wjc^.tion.al courses in th® 
Gciiool system in our countryj paucity oi instructional materials 
has been folt as one oT the major constraints in the imulsnen- 
tation o-C the vocational programmo, Tus ht*s uiso been a source 
of great hardship to nupils orfarlng vocational courses at the 
higher socondary stego, 

^ fill up trns void, Uho Dbpcatmont ol Vooationaiization 
oi Sriucation has taken up a modost p.T’ogrammj Tor Uio development 
or instructioniLl materials ox divez’so type in all the major 
areas of vocational education. It is hoped the >: the jindel mate¬ 
rials buing db-s/bloped by us wul.d provide guidance and impetus 
to the authors and agonci s desiring to contribute in this area. 
The present tojitbook is developed Tor the students of 
class XC of the course ' Marketing and ^alesiioanship according 
to the revised NCIIRT syllabus of 1989# Thi book is divided inlb 
three volumes, each ono catering to tho thr^e dli'feront voca¬ 
tional papors ox Class XL of the ccurso. Those are s tbl.I t 
/'Elements ox Marketing' 5 Vol*II ;*Mloments of Salesmanship ’ 
and Vol.III s 'Sleraants of hstailing '* 

The draft of this book vjas devrlopod tinoa^^h a series of 
Workshops attended by exports and toachocs from different parts 
of the country who hnvj vast oxperjvonco in the area of Marketing 
and Salesmanship, Tho first wrkslx,], was h Id in collaboration 
with National productivity Council, .t luo productive House, NpG 
New Delhi, from 5th to 7 tli October, 1989. In this wDikshop, the 
»chapterisation scheme’ and ’ guidelinec for authors’ were fina¬ 
lised and allocation of the chapters was cade to the export 
authors, 




Tho authors wore rociuvistod to praps re the draft chapters and 
suhinit them x\rithiii a pjriod of t\As iiDiitha, !j'nu chapters thus 
received \iotq revievod in t^s saas dn-unt n- -IjonSj Imid in 
coliahoration vith the Dep.'rtr-t nf c ramerc. ,nd Management 
Studiesj Sulchadia Uni’^erslty, IJd-.ipur from ?n t-^ 27 Jaimai"/ 1990 
and Himachal Pradesh University, Shimia, from 16 to 21 May 1991, 
The contrjhiibions of the anth:''rs and experts (nim-'s listed in the 
Appendix) is groatfully acknov/lodged. 

The Gooperatl'n received from Shri B.K.Gh-sh, Deputy K.rector 
General and dhri B.K,xrora, Direebor, HpC, Hew Dolhi-, Dr.n.K,5ingh 
Head, Department of Commerce and Management studies, Gukhadia 
UniV'''rsity 5 Dr,M,K.Sharaa, Doan and Chairma:L, Dopartra^nt of 
CoianGrce emd Management jbudics, H.P.linivorsity, Shimla and Dr,’ 
Atna Ram, Joint Director of Hducation, Dir.sctorats of Education 
Shimia is acknowledged irdth deep sense of gr^uijude, 

Dr.Davindor K*Vaid, Roader, Dopartmenb of Vocotjonaiisabion 
of dducaticn deserves special tlianics foi’ cor rd mu ting the project, 
contributing chapters "or ai] the thre^' ourts of bhe book and 

U.J,oi'. - - - p- 

The present volume is an expurimGntai edition and needs 
try-out and feedback. Thoreforo, comments and suggestions are 
Solicited from pupils, tGachers, experts and cyoiuators for the 
improvom--int of the book. For bhis purpose, tve questionnaires 
are appended mth a roquesb to the users and experts to coiapiote 
and return them to us at their earliest convenience, 

The book would be revised in Lho light of the comments and 
suggestions rec^iv^c. anu wouju chen be published in the printed 
form, 


New Delhi 
Octobm, 1901 


( AiTUN K msmui ) 
professor and Head 
Deyartnent of Vocationali- 
zaliion of Education, NCERT 
Nrw Dolhi. 
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CHAPTtF^ » I 


Ma rk:'tinq ; An Intro dii ction 

I 

Learnina Objectives; 

After reacting this rhaptex, you shot Jc bo able to;- 

1, explain the iTicanm:' of 'markotin 

- y 

2, distinguish between b.arketing' mo 'Selling’. 

y 

3, describe the concepts of tnarlceting. 

out ’ 

4, list/important functions of i e liiig-j 

5, examine the role of mc'Choling i.i the development of an 
economy; and 

6, appreciate the role of marketing in a firm, to the society 
and to consumers. 

1.1 Introduction 

The present chapter takes up to explain the meaning of the term 
marketing, as distinguished from ’sellini'. It also describes the 
role of marketing and the irpportant functions performed by it. 
Further, it analyses the concepts of marketing and narrate the 
important features of che modern concepc of loariceting, 

^ 2 What is i^arketinq 

Consider some of our daily acti’i.ies. These incluae going 
to our place of work (or study), visiting markets, listening radio, 
watching television and so on. we are exposed to innumerous adver¬ 
tisements on radio and television as \^ell as in newspapers and 
magazines. Vve are also approached by door to door salesmen and 
Sales girls who try to persuade us to buy certain product or 
service. At times we participate in free-gift schemes organised 
by local shopkeepers and also take part in various sales contests 
and promotion schemes offered by different companies, we often 
visit business and trade fairs. All the activities are performed 
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on otsr part for the purcudbo . .w^uo . iO btJiv'xoes and on the part 

• -1 - ^\r ^ ' 


.'hy do a'irkftsrs perform such activities ns dGveJopmont of 
prx'.uct, pricjnj it^ sanking it available for consnmors, promoting 
its sales and so on. Perhaps those activities are npcessarv for 
their survival liic! gio'-'th in business. Through these activitiesj 
the ouGJncss ocganisnlions seek to stimulate demand for their 
products und “satisfy human needs ana wonts ano at the same time 
earning a profit, in oth' i v.oxdss these activities help in direc¬ 
ting flow Ij. ' ^ ^ , . ^.rouUubj,b L,c- consumers. 


in the xight of the above, the toiTi marx. ,‘tinj may be described 

rs the performance of business activities that direct the flow of 
goods fro i producorsto consumers, many {>eople -eel that marketing 
is vi po^t-productiun activity ^n’y. That ds, it be go ns after the 

pT..Juction of ..,:rect. «rketing 

.- - 

vr.lea that aio peifo^aoi. evon before nogas ere actually produced. 
For e>-ar,iole, activities such as identification of customer needs 
and c.intEj collection oi infornation to develop the product, 
dfsihiunj 'Uitablo product package and giving it a brand name are 
petturued before commence sent of the actual production. The 

functionr, th,.t am cel.,ted to tno process of m, rkoting may, thus, 

h“ «t;uriii,c‘d up an f-xllops; 

(1) ident' , j . ,a , „ 

j X needs ana uants; 

(-i) planning and developing the product n. services to 
sati.sfy sucu needs and wants^ 

(3) corLuuniCuting or inlorraing custoi/jois about the availa¬ 
bility of the product or the service^ 

H) making the prc.„c., ,vuii,.,ra lu customers at the places 


A fiv 
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(5) giving the oroduct at a price v-'^'icn is affordable by 
custorniii's and au u'i<- time profiLaole to the 

marketer. 

Furthermore, marketing is not merely a business phenomena. 
That is, it is not confineo to business organisations, jy'iarketing 
activities are equally relevant to ncn-profit or_c-nisations such 

as Family Planning Organisation, Post an' Telegraph Department, 
Schools and Cblleges, Hospital, occ. It helps these organisations 
in achieving their goal such as spreading the message of family 
planning, improving the literacy standards of people providing 
medication to the sick, and so on. 

Thus, marketing can be defined as the group of activities 
which are performed to achieve organisational goals (such as 
earning profit) by satisfying customer nceas and wants through 
the flow of need-satisfying goods, services and ideas from the 
marketer to the buyer. This definition is analysed in Exhibit-1, 


Exhibit-1 ; <Vhat is l arketin g 


Marketing is ; business activity (les) 

which, consists of ; product, price, promotion and physical 

distribution of; 

1 2 3 

goods services and ideas 


performed in order to 
through the 
with the aim to 


satisfy customer needs and wants 
exchange process 

accomplish the organisation's goals - 


1, 6oods J Fan, Bulb, Soap, Textile 

2, Services ; Banks, Hotel, Hairdressing, Railways 

3, Idea : F-im-ily Planning, Drug aeaddiction, . 

Ciawryless Marriage 

: Sri Nagar, Udaipur, Shimla 


place 
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ine major concej'os 


n vui ^eiinition of narkutinga 


^3) ii^i''i-' '■f2nt; 

. la a sLdto of foil cilepri nation a ftH.Jj.ng of being 
dcpriv a of somathing. If unsatisfiLd, it leasts a person unhappy 
arid uncomfortable, For exampJlo, in \i/intors, without woolens we 
feoi uncomforlahie becaus'- of cold. SirriiJarly on getting hungry, 
'v-j buCMiC uncjfifoi'tahlo .'nd start looking for objects that are 
c,-jpahit.- ot satistyiuj 'urho'- n.e, food. In these circumstances, 
Q narxett'r's j^-.j -f^.'.tify tJi; needs and develop products and 

.'.crvice- that satisfy those nec..s. 

doc^is i ro basic to husiaa bein s ano do not pertain to a 
puiti^uiu product. Hi.,, on the oxhor hano, are culturally- 
dvijncG objL.ctG that "lo [lotentivil satisfiers of needs* In other 
words, hn-.nn nr. shancu by foctors suci, as culture, perso- 

“ - .c' , for 

exa pK, may take various forms such as v.'ant for dosa and rice 

for a soutn Indian, ^’iipat^ and vegetables foranorth Indian and 

buiyer -nd fionch fries for an .amencan. 

^ jIXIEL. G u r V1 c t. 

piuouct is a bundi. of utility or sou.cc of satisfaction, 
thet ejn iH used to satisfy human needs ant 'anis. It is 

not cnt.firKf: to th. r'n'03-.l ohjoct ouch as car, biscuit, bujb 
.nd ;..n. But U ajso inters tc any other tnin.j of value such as 
s.-r/iCvs, lUi-an, that car. be otfored to the potential buyer for 
tho'Huse /consur..ption. ns used in t,ae oarketing literature, any- 
.'h -h-t car, be of va.'uo to tiie buyer is tenred ns a 'product'. 
It can be tangible-whrcn can be felt, aeon ano touched physically 
such ,ss f.an, pencil or, -ot ii.t.u.gipio ,uch as services 
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(c) Exchange 

AS scr. above, _c'Cj.ng activities are directed at 

actuaiising potential exchange of •joot.s anu services between buyers 
and sellers. Exchange is the core concept of marketing. It is 
therefoie, essential to understenu tli.' meaning of exchange and the 
process of exchange. 

Exchange refers to the process througn whicl’i two or more 
parties come together to obtain desired product or service. In 
other words, exchange is an act of obtaining the desired object from 
someone offering the same by giving somtthing in return. For example, 
a person feeling hungry may get food by offering to give money or 
some other product to someone who is willing to accept the same for 
food. 

In the modern marketing world, goods are produced at various 
centres of production and distributed over a wide market through 
a series of exchanges. The gooMS move froi'i place of production to 
place of consumption, passing through various middlemen, involving 
exchange at different levels of distribution. These exchanges take 
place between the producer, wholesaler, retailer and the consumer. 

But in order to understand this concept fully, it is necessary to 
know the elements of voluntary exchange. These are given belowJ 

1, Involvement of atleast tv;o parties viz., the buyer and 
the seller; 

2, Each party should be capable of offering something of 
value to the other» say product or service; 

3, The parties should have ability to communicate and 
deliver the product or service; 

4, The parties shg.yld have freedom to accept or reject other 
party's offer; and 

5, They should be wiliiag to enter in transaction with the 
other party. 



in inc 1 r,'UiY i urn„ 


'.mP. ■>t; 
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5 xnj c-iii 'fiidri'-YJt' refers to a place 

,' , ' - - .'ing 

tho -■'fch ^nc'c- 01 any Jocd or servroa. it is -i' tnis sense that thj.s 
trru u.,td j.n coi>«uOP, to vay Janguage, uven today. The 

other u’ays in whlcli t'us torm is Obing used is, in the context of a 
product /..rift vcotton uiarl'A t, gold or shore uiarhot), geographic 
HixIlLt inetii'ii’J r.n'. inte. notj onal rtLt), ti-pc of buyers (consuirier 
mark t one indJS^i'-Lol inirii tjj .iDu vhe i^uaric-it^ of ooous transacted 
(,rt‘tail lu. rKet ane /jnoi'-cJ- rirr.ct). 

taut 11 . . ... "he t'.na iiari.w't nas a broaaer 

nc.oiiri'.;. It refv rc to ^ sou oi .ieu^,,ii e. pj^iti-’l L-uyers cf a 
pree.jut 01 sfivncc. Fo example, eh'P a wca'er '-'eaves a piece of 
rjotn .iTi' off-.rs .■ t loi eicnango, Ih-' meu .nt he fin^,s sornoone who 
is '.ailLri tu offor S'mu i-sluo for it V;e uan say thrro is a market 
jor that 'product. 


. 'f scribed 

ds c procusc 01 woriiinj witr the aurket to actualise potential ex¬ 
changes by bringing tcgcthc" products as value satisfactions on the 
one hand and nu-eds an” ’..^nts on tru other, It osscntiaily involves 
uovi'icpjnant Oi pruuucls and sci/irus th-t arc valuable to the 


tensu'w r 'u.g la'wu.j liii.* r-irac available Lo them so that they can 
satisiy th* 5.r ni-eui i.n’- 11..rh.ut j n.; iciers to nil those activities 
‘f*- '• u ' ‘ i(’ iH’i.nn iv ocis and vanlc Itirough the exchange 

uroi-u 


1. d j ;J n i. j. sgi; 

<*.,11' P‘ouxf. coniL’'. silling' lor 'marketing'. They consider 
rK t -rm., as on in.' sat..' i'n’'k€tin:. refers to a large 

set a* ic,.'vitios of v'uich selli.'yg is jusl one part. For example, 
a (I'lv'.u-i ' oj , wior; the sale, does a lo’t of 
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to be produceOj t,he price at which it vyouJt sold and the distri¬ 
bution outlet- lOi uhe Sdi'it,-o saorLi, marKetiny involves whole 

range of acti\ ities relating to planning, pricing, promoting and 
distributing che product that satisfy customers needs. 

The funcxi'n of selling,on the otncr hand, is concerned with 
the promotion of goods and services. It involves persuasion of 
customers through salesmanship, od'^ertising, publicity and short 
terms incentives (in the form of sales contests, free gifts, samples, 
etc.) in order to ensure thot product is bought. 

The major bases of difference between selling and marketing 
may,therefore, be stated as below: 

1, Selling is only a part of the proce^-s of marketing, and is 

concerned v/ith promoting and transfering possession end 

ownership of goods from the seller to bu’y ^r. Marketing is 

much wider term consisting of a nuinber of activities such as 

iden tif icotj.on of custumei needs, developing a product to 

and 

satisfy these needs, fixing price,/persuading the potential 

buyers to buy the same. Thus selling is merely a part of 
marketing, 

2, The main focus of selling is on affecting transfer of title 
and possession of goods from sellers to buyers. In contrast, 
marketing activities put g^'eater thrust on achieving the 
maximum satisfaction of the customer's needs and wants. 

3, All the selling activities are directed at maximising the 
sales and, thereby, the company's profit. Thus a selling, 
organization accords highest importance to sates maximisation 
in order to achieve the desired profit. Marketing, on the 
other ’'.and> is basically ccncerned with customer satisfaction 

and thereby increasing its long run profit. A marketing 

\ 

oxganisat...cA, theretoiv--, a^cdcnus highest important to cus¬ 
tomer satisfaction as a route to profit earning. 
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4, Iho sellincj funet^o: ib generally handled 

' ’oi'e ■'n . ■'i. ,'leLing is gene- 

ivaiy the responsibility of the higher level management. 

5. bel] in(_ puts greai-er emphasis on tne needs of the seller 
(sell''! sati sf emotion), whereas marKeting emphasises the need 
cf customer (customer satisfaction). 


^Sophies O r Concepts 

uarketing is not new to the business,' it has existed since 
ancient tiix ,, . i of business, however, 

inaceguate a-lGncion vms p^id to marketing as a function of business. 
But '/it'i thu cnin^jS in '•he marketing environment over the years the 
m3nGnrr..nt tninkmg has suostantially changed. The relative weight 
ffi'en t.c in.-orc'S'fs tne organisation, the customer and the 
snei-v has rh.nnon over +ho For exan-le, during the earlier 

rn rnriustriali/'tion, greater oipha-'is was put on the scale of 
p '-duction ana inpro'-.'nc i .e me unous of proaucoion anu aistribution. 
rts e*,'xnst tluc, the -ouCrn management philosophy puts more attention 

<^r, cu.tc.'.^r sail31 action as a means of achieving the organisations 
goal. 

^-indutLcn of modren nktrkcting philosophy can be traced as 

t ; 

(i) 'jrxf'nlj tionj 


I ^ ' 

i i J 




tht' r'roduct nri pntationj 


'i.i) th- .. ^ 

uv) •ix’-toting orientation, and 

‘ocietai m^rkrting orientation 

.. discription of each of these in given below; 

1 » 4 » 1 " hey Pr'^d' tct Ion Oti entet ^ on 

V»r- ^ I 

-rlosophy antes bark to the beginning of the 
..--a Ui«ail aaw wvoiyfc,uised. 
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v»- X j tO t , 
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During these days, there v^fere small number of sellers end theefemand 
exceeded the s-,j-,^Iy. I' Lt, L prof _':s .c:uld be niuximised 

through producing at a larije"SCag£^ thereby reducing the average cost 

of production. It was assumed that consum.r would favour those pro¬ 
ducts which were made available to nj n ,, a price .jhich he can afford 
to pay. Therefore, greater o» phagis 'Os pliced on improving produc¬ 
tion and distribution efficiency go products are made available 

at lower prices. Thus, availability ni affordability of the product 
were considered to be the key to toe success of the firm. 

1.4.2 ■ The Product Orient ation 

Vilith the arrival of moi^' ssli^.g gpie market the mere availa¬ 
bility and low prices of the product could not ensure survival of the 
firm. With an increase in th^ supply of prooucts consumers started 
prefering products which '.‘ere superior in quaJity, performance and 
features. Therefore, it was believed t!ut firms should put greater 
emphasis on p-^'^^'oetion continuously keep on 

improving the same so as to survive and grow. The product concept 
accorded due importance to product qualit'„ 

1,4.3 The ales Orient acicn 

With the passage of tiiiO, the raa'i.-ting environment underwent 
further change. The increase in the coale of business further 
improved the position wirh respect to supply of goods, resulting'in 
increased competition among soile.s. Tpe product quality and avai¬ 
lability did not ensure the suivivni and growth of firms because .of 
the large number of sellers selliny v^paality products. This led to, 
more importance given to attractipj grifj persuading the customer to 
buy the product. The sejling concept t 'Us assumes the customer 
would not buy, or not buy enough, unless he is adequately convinced 
and motivated. Thus, the use of promotional techniques, such as 
advertising, oersonal so'11 ' '-■-les ■>roraotion were considered 

essential for selling or products. 
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1.4^4 torketino Orientatiori 

i.i uMoint^bii f. 1—j^ Ox Scij-'-j p^'OvjUCu uiiU pxociuc”" 

txon '■'racntation as dascrJ-bed in the proceeding paragraphs empha¬ 
sise, snjo or orodoct' Ideality, price and availability', and‘promo- 
i'n.on-l f ffortsV resDic cively. But on a careful analysis of the 
aiti'ntiv.n it is found that these orientations take only one sided 
v.Om' 01 the exchange situation. What was being ignored was the 
cent 'rrpnrcxv mirkct environment. Market superiority built over 
. . jUth cs CjUality, price and selling efforts can easily be 

^ 1CTted 1 / ’o t Ilierefore, it was felt necessary to 

c.jtnt oiforts of the firm so that its offering getsnearer to the 
cu .lomo.. no.is and viants. This led to the adoption of marketing 

C on r C , 


T rk. ting concept holds that key to achieving firm's goals 
IS i..t‘nti;y needs and v ^,4.. .. ojlvo customers and 

’ -> -i ' , , , 

-- c 1 1 \ e..y .md efficient 

uian thv competitors. The marketing-oriented firms, therefore, 
engc,-: in tiie following tasks: , 

(0 luontification of customers' needs and wants; 

'"2) Developing the products and services that atisfy the 
customer needs and wants; 

{ '} Performing these activi in u uj. 

y activities in a better way as compared 

to the competitors, 

’ • 3■ S Ih.X^S£ietal_hark etina Orlente t<^. 

The marketing concept, as described above, cannot be considered 
- ..^ocuate business philosophy when social problems like 

cnviionmeniai pollution, deforestation, shortage of resource, 
pupuldtion explosion and infla+ton nn=o 

„ . ^ challenge to the 

.«‘ivitv which satisfies human 

X= octerimontai to the interest of the society at large' 
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cannot be justified. The business oiionLatiuri snould, therefore, 

t ; 

not shoj.t-si'jJited to so’., ' . - ■' j_ _ ,n'^eds. It 

should also consider lari-,e issues of long ter. i social welfare. This 
led to the adoption of societal marketing accept by certain marketing 
firms. ' 

The societal marketinc, concept holc’-s that Lhc task of an orga- 

• ' j'' ' J 

nisatiop is to identify the needs and wants of the target market and 

.I I " j 

deliver the desired satisfaction in an effective and .efficient ma.rnner 
so that the consumers' and the society's long term 'A'ell being Is* taken 
care of. Thus, the societal marketing concept is the extension oJ, 
the marketing concept supplemented by the concern for the long ter/n 
welfare of the society. 

"'•5 Functions of ivia rke tinq 

J.'iarketing is basically cone, rned with .IhD delivery of goods and 
services to buyers in such a way th't rnaximisos the satisfaction of 
customers' neeos and wants, tiUg moving 

goods end services from the place of production and supply to the 
place of coijjfiumption. In this proc..ss, a numbt.'r of activities and 
functions areipSjstformed. These activities and functions include 

f ' 

i 

buying, selling, transport-.lion, storage and warehousing, stan¬ 
dardisation and grading. 

These are explained as follows: 

(a) Buying 

buying is one of the ir^ost important functions in all business 
orgar.isations. This function is earned out by different people 
such as manufacturers, wholesalers, retailers, and consumers at 
various levels in the process of marketing. 

A business firm may be engaged in the manufacture of certain 
products or assembling those which are manufactured by some other 

Firm. In botn the cases, pui’cuus^- ui raw uw»jitj.iUxactured 
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qoo i), ccrnno.nto, c ''■i L. of the functioning 

of •‘vch r-" -s suuh. - -'f T achieving 

tntir u'-g'.ctivts is grcaily influcncoo by the effectiveness with 
’Which this fun. t 3 on is pt^i-formcd. 

The various tasks involved in th^ piocess of performing this 
function inciuoes plnnninj of puichoses, oeteiinining price, quantity, 
time and frcvjucncy of puichase, selection of source of supply, placing 
of orU^i and sc on. *he obj.ctivL; is to mako available right type 
of goods, t’t right tune, in right quantity ana at minimum possible 
cost. 


(^) Sellinq 

Tha importance oj: the function of selling in the process of mar¬ 
keting c-?n b‘- seen from the fact that the rea’ objectiv.- of all nnr- 
kctin . activities in a firm Is to ,icai-vu final solo of goods and 
services, oelling m'-r'* ^ .hanging marketable goodg 

and S' '■vir'. c .q + h cu'scom r" on. It involves 

f-unding custem^-rs and transferring the ownership of products to them. 

It is a broad function wi\ich induces promotion of the products 
through tools like aovertisiny, personal selling, free gifts, dis- 


pi -v s 

, 'tC, 




(f } 

rransfsort.jtion 
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rnovemont ol goods from one place 
nru generally wide spread and 
plr.co it is produced. In order 


Zf' 


tho goods Qvailaole at r lu place where it is needed for con¬ 


sumption or usi ,5 


t it_ oth r. Some 


it is necessary to move the same from one place to 
of the goods havv. to be transportated thousands 


of in orCi,! to 

fabrics procluc<»'d In o. 
t'I! 1 + 'j-y count 
p^uduf ... in Punjab h.■> 
bu: TO ci:r. r far off 


icacl) thv. uit..mote nterket. For example cotton 

‘ *■*■■* * h- 3 be transported 

^ 'miv -c,. Similarly wheat 

- to oL ti’nnspo’'tud not only wicnin the state 
pi .Cw® Hue Taiai. Iladu or Kerala where it is 
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A firm may have to choose x roa. n of modes of trans- 

portatioHj I'licli may bo cJ,--ss_.i ; ioL fu^'r ^roi - ,>i:: (aeroplane 
carrier), road (trucks, lorries etc,) water (ships, etc.) and railway. 
All these modes have relative advantages and limitations. For example, 

transportation by air is the speediest moao but it is very costly and 

may not be suitable for high volume '.nd low value items. Similarly 
ship may be economical but a very slow mode of transportation. A 
marketing firm should, therefore, analyse its needs taking into consi¬ 
deration various factors like nature of product, cost, location of 
target market and so on u-.d then only decide about which mode of 
transportation should be chosen. 

Storage or Warehousing 

Usually there is a time gap between the production or procure¬ 
ment of goods and thc-ir sale or use. It may be because of irregular 
demand for the products (cay a: -'f ^uucts like woolen 
garments or raincoats or co:-' a -' 11 - '’u , bn irregular 
supply because of seasional production (say in tho case of agricul¬ 
tural products like rice, wheat, cotton, etc.). It order to maintain 
smooth flow of tho products in tho market, therefore, there is an 
inevitable need for proper storage of the products. Further, ade¬ 
quate stock of goods is needed to protect against unavoidable delays 
in delivery or to meet out contingencies in Lhrcbmand. 

In the process of marketing, the function of storage is performed 
by different agencies such as manufacturers, wholesaleis, retailors, 
etc. 

Some of the important decision areas in respect of storage of 
goods include cost of storage, choice of location of warehouses, and 
quality of maintenance of stocks. Tho main objective of this acti¬ 
vity is to minimise the costs ‘ •• ^>^100 1 benefits of storage. 
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( u^ n e yj:ay a.y 

i .---.- '.-' „r a 

pr^du'^tj I'lii*"!! proviues spocifiCdtion of its v^arious dimensions 
sucii is ^uantit'/j qu.ilit/, size and n«tuxe. standardisation of 
^'rcuLCts, thorcdoie, xoieis to producing goods of predetermined 
specific^!lion, v'jhicn helps in achieving uniformity and consistency 
in ih', outp'it, Py on‘-‘Ucing that goods would conform to the predeter- 

stando.rds of -.,ualityp price ana packaging the marketing firms 
tn.' buyers by reducing the need for inspection, testing and eva¬ 
luation of th 


(jLuQin.j -IS th'^ p:oct-'Sb of cJissificc v.': 
dlffC'ient nrnups on tne basis of some of its 
rxstic such as n’-^'lity. siz'^'yCtc, trading i 
fox pn uucto vich rr- not , rouucad Lccorchn 
cif iedition :; s,;y n d'' ■ 

rice, r^•r‘prl y , nr lu, tC- ' ' ' ' 


a cprojucts into 
important characte- 
3 p'-'rticulnrly necessary 
g to pret'otermined spe- 
, . -'ucts like wheat, 

1 ' n^arketers 


as well os the buyers, lo the buyers, for exnmple it ensures that 
goods belong to a particular ouality and t^ the sellers, it helps 
in renlisinj higher prices for iiigh quality output. 


{f) Fin incing 

a .iMwt'vrA ansar- ' mnuiiiitifc 


Piv/ieion Of finance is nccessaiy for all business activities 
wnd maikuting is no exception. In the marketing of goods and ser- 
vic'>s, tinancing is m cdud foj varjuus activities such as for the 

purchase vi . 


V 


•-'.ii*.g auoqucto inv^‘ntor/ of the 


product,, foi pro-notin.. the products to the cotisuiiors, and so on. 
/.Uik.tind inti-rmoJiarias like .vholosalers and retailers, for example, 
nc.d credit and finmce to cairy out thei- operations. Retailers of 
consumer quods, perticulariy those located in the rural areas, gene- 
raJly n.ve to use ronsuKr err." ■ ettrart .'.tomers. Similarly, 
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large number of high value products like trucks, machinery, etc.^ 
need to be extendea easy credit facilities, dp order to boost their 

sales. Thus financing is an importan’* activity performed by the 
marketers of goods and services. 

(g) Risk Taking 

Risk taking means bearing uncertainties during the process of 
marketing of goods and services, m marketing firm has to carry 
risks of various types during all tne stages of marketing from the 
stage of generation of product idea to development of the product, 
its commercial production, its final sale to customers, and reali¬ 
zation of money. The risk of loss may be due to physical damage of 
the product (such as pilferage, destructior , spiolage, etc.) or 
there may be fluctuations in the demand due to economic conditions 
or because of some technological innovation, some improved product 
might come to the market rendering the old products obsolete (for 
example the photocopy_ng machine has given way to zerox machine or 
36 W tube lights have affected the demand for ordinary 40 W tube 
lights). Similarly, when the goods are sold on credit, there is 
considerable uncertainly about the receipt of money from the cre¬ 
ditors. The marketer, must, therefore, calculate the risks posed 
by various factors and attempt to minimize the same by careful 
planning of its operations. 

(h) kiarketinq Information 

The process of marketing calls for taking at various decisions 
at different levels. For example we vTOnt to market a new brand of 
detergent powder, The important decisions that need to be taken in 
this regard include what type of package should be used?; Whether ' 
the product would be sold under a brand name or a genric name?; 

What would be the price of the product?; What channel of distri¬ 
bution would be used in order to reach the target market?; How 
would the pruuUc- be prooiv.wv,, so on. in dOsence of a 
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scientific brisis which uses quality n^’rketiny information the chances 
of tn^ ' ^ beinr, i’l Lt, icii.j-rau.a, it is, therefore, 

necessary to coll^-ct 3,.prepri'te information and base the decisions 
on it. The impoctant sioas in respect of v.'hich information is 
collected incluat’s custorarr needs and wants, market share of rival 
selJtrs, incf’i' lovds, price levels, etc. 

i.aiketino information is collected through various sources 
such 'is annual reports of companies, government publications, jour¬ 
nals, trade associations and directly from the responLents such as 
potential customers, mombers of the channels of distribution, and 
others, 

1*6 _i " ' 'f ‘ 'r kotinq 

All marketing organisations operate either to earn profit or 
per&ue some other goals such as community service, improvement of 
quality of lift.', ,whether it is a profit orvjoni sat ions or a non¬ 
profit I .'ji.'14.^. max .xw (jxrt/s an importani, luie in achieving 

its objective, rrun; the point of view of a consumer, marketing 
helps in raisinj his standard of living by raaking availalile the pro¬ 
ducts and ser'.acas that satisfy his nee^s and wants. It also plays 
a significant rclu an the oconcmic cevelc ‘ment of a nation. The 
rcit of iiidaketinu in different situations rnay bo described in brief 

as fnijn.is:- 
1.0,1 Hole in g, lirra 

The nwddi'! conrept of marketing plays a significant role in 
achieving the objectives for the firm. It emphasises that customer 
Sritisiaction is the key to organisational survival and growth in the 
contemporary competitive marketing environment. By adopting the 

marketing orit-nlntlon, an organisation, whether profit making or 
non-profit rsaking,can achieve its goals in the most effecting 
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manner. It helps in focussin'^ an oitjanisations activities on the 
neons ?nd vants of the custcir-^r For nxampie ■ hat products or 
services will be marketed by a firm will depend upon what do the 
custoiii rs need. An analysis of the needs of the customers shall 
he unoertalcen in order to decide what to produce and sell. The 
product vvill be designed according to the needs of the potential 
buyucsyit will be made available through the outlets convenient 
zo customers and be priced at a level vvhich the target customers 
coii af’ord. In other words, marketing as a business philosophy, 
helps in serving the customers by satisfying his needs. And it 
1 . a \>/eil known fact that a satisfied customer is the most valuable 
ajsct of the firm. If he is not satisfied, the customer will never 
^u'H xo the firm for buying the product. Thus, marketing plays cru- 
<" 1.1 role in firms survival and growth. 

1.6,2 riol_e jin._An_H eonomy 

.ip-V/ating olays .a signific-nt role in the development of a 
'-Cunomy, It acts as a catalyst in the economic development of a 
country and helps in raising the standard of living of the people. 

Development of a nation can be judi.j6d by the level of standard 
oI livxny of its people. Another important criteria, which is of 
course related to the first one, is the per capita income of an 
average citizen of the country. On this basis, an underdeveloped 
country may be stated to be one wliicli is characterised by factor 
like poverty, scarcity of goods and services, predominance on 
agriculture. 

Before discussing how marketing as a business activity can 
influence the level of economic advancement of a country, it is 
n-iCGssary to understand the reasons for its under development. 

The major reason is that the cc.r'rv is unable to utilise its 

^ uoth hu-.n “ud non-numan, in '>n effective way. 
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It IS du3 to the le'.el of >.cnncr.dc and nstnal activities, 
j-esulting in iov' incciies, heavy denencar e on primary occupations 
like '.rriculture, lack of investment and savings, etc. Consequently, 
people produce-less, eain-less, save-less and consume-less. In this^ 
way, the economy is caught m a vicious circle of poverty. 


iVarketing can play very significant role in the economic deve¬ 
lopment of nation. It can inspire people to undert'ko new activities, 
Qfid to set up enterprises for producing goods that are needed by the 
customers. It can also help in overcoming obstacles posed by high 
prices due to imbalance in production and consumption. Further, it 
can ensure smooth flow oi goods through efficient physical distri¬ 
bution arrangement. In other uords, marketing neips in finding out 


right type of products and services that a firm should manufacture 
01 supply, the place where it should make such products available 
for consumption. Moreover it help in setting the price at which 
the proouct is to be sold and in esrablishing channels through which 


^ ,1, U 0 Vy■ 


_ OV\/ ou Oils 




* 1 o u. L. _i_ 011 * X n i s 


linkage between the business centres and the consumption centres 


accelerates the economic activity in the country, loading to higher 
income, more consumption and increased savings and investment. 


1.6,3 Ma rketing and th e C onsumer 

iviarketing plays a significant role in a maximising customers ' 
satisfaction and benefits. Customers want availability of a wide 
variety of goods and serv.Tces so that they can exercise choice 
betv,ieen the alternatives. They also v/ant that ttie products should 
ho reasonably priced, have good quality, and be made available 
at convenienc locations. They also expect that the sales people 

should be honest, well behaved and the firms should enforce proper 
8UorantGe an! after sales service. 
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jvlarketing is concerned with the flow of goods and services 
from place of proc'uction to piace of consumption. This results in 
the increased availabilaty of variety of goods. As the thrust of 
marketing is on customer satisfaction, due emphasis is laid on pro¬ 
duct quality, guarantees and after sales services. 

Marketing oriented firms do not thrust their products on cus¬ 
tomers by false, misleading and unscruplus business practices. Ins¬ 
tead, such offers are honestly created that fit into the need struc- 
tur of the customers. Thus there is a greater commitments to cus¬ 
tomer sovereignty and supremacy. 

1.6.4 Marketing and the Society 

Is marketing know-how relevant for business organisations only' 
Is the application of marketing tools and techniques confined to the 
exchange of goods and services? In the recent years, in many westeri 
countries (especially in the United States) marketing has been vigo¬ 
rously appx-co J .1 Che non-buoxiiuss area to facixiLcite achievement 
or larger sociatal goous. Various governmental agencies and non¬ 
profit organisations employ a marketing approach to promote socially 
desirable causes. The programmes are evolved on marketing princi¬ 
ples to promote causes/idoas like child immunization, education, 
environmental protection, children spacing, small family, wildlife 
conservation, ecology, etc. These programmes are launched on the 
same pattern as the new products are launched in the market by the 
business organisations. Many social evils envelop our society 
such as child marriage, dowry, bias against girl child, drugs, 
terrorism, communalism, etc. Marketing is also applied to effect 
change in the attitude of people. With the scientific use of adver¬ 
tising and other means of promotion, socially desirable ideas could 

I 

also be marketed as efficiently as other products and services. 
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Without the adootion of marketing approach, ail programmes 
of social chanye can cause lieivy xesource wastage. This may happen 
because the market and its characteristics may be disregarded. The 
product offering doesnot fit in buyer's need structure, communica¬ 
tions do not reach target market {because of various barriers such 
as language, media, etc,) and channels of distribution are not 
geared to meet the challenge. Goverm.iont of India, for example, 
now employs marketing approach in the proaotion of the family 
planning programme. To communicate benefits of small family, family 
planning devices are distributea through channels that penetrate into 

rural market; such products are made which are easier to use and do 
not involve any complications and so on. To sum up, marketing in 

the recent past has been applied in a big way in the promotion of 
overall well being of the society, 

1.7 Summary , 

Business organisations aie engaged in the production and 
distribution of goods and services. Thus they have to perform 
many activities such as advertising, distribution, sales promotion, 
packaging, pricing, research and development, etc. It is through 
these activities that business creates offering-s that satisfy 
customer needs and wants at a profit, i.iarketing, therefore, refers 
to business activities consisting of identifying the needs of buyers, 
developing a product which satisfies the customers need, pricing 
it at a level which the customers can afford, promoting it and 

making it available at a place where the customers would like to 
buy. 

Marketing is often confused to be same thing as 'selling'. 
However both these terms are different. Marketing is a broad 
term and selling is only a part of it. Selling emphasizes the 
needs of the seller and is related to disposal of goods with the 
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help of advertising, persuation and sales promotion activities. 
Marketing on the other .hand aims ct satisfying customer needs and 
wants. While selling activi'ties start after development of the 
product, marketing activities start with identification of.customer 
needs and wants. Selling is seller satisfying process whereas 
marketing is a customer satisfying process. 

Over.the period of time, business have been governed by various 
philosophies, which, has changed with a change in the marketing 
environment. In other words marketing as a corporate philosophy 
ana concept has evolved through various stages. These are (i) 

'production concept' which assumed that making products affordable 
and widely available is the key to success; (ii) 'product concept' 
which assumed that the key to survival in the market place ms--p-roduct 
quality; (iii) 'Selling concept' which believed that in addition to 
quality and availability, selling efforts are necessary to attract 
customers; (iv) 'marketing concent' which assumes that key to sur¬ 
vival in the market place is the creation and delivery of desired 
level of satisfaction to customers and finally the 'societal concept' 
which believes that customer's need satisfaction is not enough for 
the survival and growtn in business. The impact of business acti¬ 
vities on society should also be taken into consideration. 

Wiarketing involves delivery of need satisfying goods and service 
In this process a number of functions are performed by the marketers. 
These induce buying, selling, transportation, storage, warehousing, 
standardisation and grading, financang, risk taking and collecting 
marketing information, 

lAarketing plays an important role in the success of a firm.. 

It helps a firm in competing in the market place. Non-marketing 
oriented firms find it difficult to compete because their market 
offerings do not fit in the need structure of the customers. As a 
result they are not geared to meet competitive challenge. At, the 



level of an economy, marketing plays catlyst's rgle in its economic 
devdlopreni. It breaks the hrir.ier that exist in the distribution 
channels, marketer's ability to produce, and entire-preneurial 
development. It accelerates the level of business activity in the 
country by establishing marketing flow between production and con¬ 
sumption. 

Marketing also leads to maximization of customer benefits. It 
makes available wide variety of quality goods and services at compe¬ 
titive prices. In the recent past, marketing tools and techniques 
have been aj^plied in the promotion of socially desirable values and 
ideas like coranunal harmony, adult literacy etc., and fighting abuses 
like child marriage, dowry, drug abuse, etc. 

1.8 Review Questions 

1, What is marketing? Explain briefly the marketing process. 

2, Hov; does marketing differ from selling? Does marketing 
reduces the need for selling? Explain. 

3, vjhat are the different marketing concepts? As a salesman, 
which concent would you like to follow in a competitive 
situation and why? 

and goes up 

4, {Marketing starts with identification of customer needs/to the 

final delivery of gooos. What are Ihe important marketing 
functions performed in this process? 

bt "fviarketing is not only relevant for business organisations. 

It also plays an important role in many other areas". Eluci¬ 
date this statement. 

Proje c t Wor k 

Please choose any of the common use consumer product such as 
toilet soap, detergent powder, toothpaste etc. Find out the diffetent 
companies that coB^ete in the market of these products. Also collect 
promotional ffi-Tterial used by them in the form of advertisements, 
pdckau'- ... find Cl., . .,^1 one company ..iffer from another 

in ter.is of its .f’lrketing practices. 
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CHAPTER - II 

' ' 1 ^ 

Marketing EnvirCnmpnt 


T> 


Learni ncL Obiectives : 

After reading this chapter, you should be able to: 

1. describe marketing environment and - its role; 

2. list out the comnonents of marketing environmentj 

3. enumerate the environmental factors affecting the marketing 
of goods and services; 

4. describe the important characteristics of marketing in 
India; and 

5# examine the opportunities and challenges existing in the 
Indian marketing environment] 

'^-'1 Introduc tion ■ a , • ^ 

In the previous chapter you have s'*'udied about the meaning 
an'’ role of raarketint^. You have also examined ihe different 
concepts of marketing as evolved over a period of time, because of 
chanyGs in the marketing environment. This chapter describes the 
various aspects of the marketing environment which have an impact 
on the marketing of goods and services by a firm. It examines 
the cfiallenges and opportunities in the Indian marketing envi“ 
ronment and discusses the important characteristics of marketing 
in India. 

^^ Meaning and Significance 

The term 'environment' refers to the context within which a 
ousiness firm operates. It is the sum total of forces and enti¬ 
ties that are external and potentially relevant to the working 

-r ^ 

^ bu-^iness enterprises* , , 



A murketer 


must understand the environmental 


i-iis ’josm.'-r >’o h-' ms to c..n tin\>ouslv f,-’ce such 
forces. Far example, a cloth retailer may find that the demand 
for some of his items is ' eclining while the demand for certain 
other sterns has substantially increased. He also experiences that 
fruin time to time new proaucts continue to flow in the market and 
replace some of the old products. Sometimes there is a rise in the 

> I I 

prices ano the customers are unable to buy the products. At other 
timoG, oroducts are not available and customers complain about their 
non ^^vailabilitv. HI t'm sc events are caused by factors vi/hich are 
outside the control of the marketer and are refered to as the ervi" 

ronmental factors, as a salesperson has to constantly operate 
within the limits set by the environmental factors, he cannot 
afford to ignore such factors. He should have a thorough 

unuerstanding of the imp-'ct of sf factors on the sale of their 
oroducts. 

For studying the role of environmental factors on the perfor- 
i.sn r of I'lrrketing activities, our interest is not confined to the 
nusiness unit and its environment alone. Instead,vje are 
int"rested in the interaction between the two. Such an interaction 
ca: h'‘ vi'-w. d through the perspective of the science of ecology. 

ecology j c the study of the mutual relations among organisa- 
tioiis ane their environment. Classical examples of ecosystems are - 
.ilgat., fish, poiui bjn, th<- cskimo, etc. It is interesting to not® 
hovj these creatures of nature live and adjust, grow and perish with 
the changing environmental conditions. 




Business units also operate and adjust, succeed and fail with 

chanainy c-nvironnental conditions. Ho can, therefore, say that 
eon wntnl variable's play a very important role in the perforroahc* 
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of marketing activities. This lole becomes more significant by the 
fict that the t.ivironmenh'i ,-a no or coti... nt„ They, 

always keep on changing, a seller has, therefore, to operate in 
a constantly dynamic environment. 

A proper understanding of environmental forces helps the manu¬ 
factures, wholesalers and retailers in adapting their activities 
according to changes in the environment. For example, a retailer 
would like to make changes in the product items that he keeps in 
his stock, according to the chanyes in the style, fashion ana pre¬ 
ferences of the consumers. If he does not do tine c, he will soon be 

out of the business. On the other hand, the individuals or the 
firms which adjust their marketing strategies according to the 
changing environment of business have all the chances of success 
and growth in their business. 


2.3 Co mpnents of iviarketj.nQ .. nvixOAu .ent 

1 “'T"*!™”' “ >"'r 


A'= described in 


the pic-vicur sccuou; -^rvij i.ieiit C'nsists 


of all outside factors which actually influence or have the poten¬ 
tiality to influence the marketing operations of a firm. The importan 
components of environment may broadly be categorised into two groups: 

1. iviicro-Environment; and 

2, Macro-Environment 


Ihe Micro-Environment of a firm refers to those factors vjhich are in 
its irimediate vicinity or the factors which are internal to the orga 
nisation. For example, activities of the marketing department of 

a firm are influenced by the policies ana functioning of its other 
departments such as the production department or the finance depart¬ 
ment, Let us say, the marketing department wants to spend a parti¬ 
cular amount on advertisement of the products. As the responsibi- 
lity for arranging finances for that lies with the finance depart- 
“'■nh, influence on the decision about tlu- amount to be 
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spent on advertisement. In 'he .-'ay, iti: lelivery of the pro- 

d"cts veU as its quality li'oul. largel'* inflaenc^d by the 
efficiency and capabilities of the production department. Thus, 
anything happening in any other department of the firm may have 
its impact on the functioning of the marketing department. Some 
of the other factors influencing the internal marketing environment 
inc!ude morale of employees, values and perception of top manage¬ 
ment, labour-manageraent relations, policies of personnel departments 
etc. The marketing department has therefore, to take care of these 
factois as these have the potentiality of influencing its activirie-^ 


Tdo... jn acro-Jinvironinent of a firm refers to tnose factors v^/hich lie 

'^utside the vicinity of an organisation. There are a large number 
of macro-environmental factors, such as social and cultural factors, 
economic factors, demographic factors, physical factois, ctc.j v/hich 
hove an influence on the functioning of an c-^wonisation. The detail 
about these factors .a'^e been given in ■'■he succeeding section. Kow- 
ci r, it should be noted that while the influence ot cne micro fac- 
too-s is restricted to a firm, the influence of macro environmental 
factors is common to all the firms within an industry. The micro 
factors can be controlled by the management but the macro envj.ron- 
mentaj factors are outside the control of a firm. For example, 
i.'Lth its efforts, the inanagement of a firm cun improve the quality 
of it/: pjoducts or chan.ie its policy with rtgore to sale of good-, 
on credit but it can't change say, the per capita income of tne 

t customcia oi th. tuth rate or the deatn rat- in the cou-itr-,- 
It cun, however, develop its strategics accost mj to the prevaiJ .n: 

miketing environn^nt. Thus, on understanding of the macro er.vi- 

ronmvntal iactors is very imoortan-t ^ r- j- 

f I cant for a firm for achieving its 

»ar''oting objectives, 
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2.4 hnv ironmental Factors 

" I 

The multifarious fact-c-s in the iracro en'/ironment of a firm 
may broadlY be classified into six categories. These are: 


(a) 

Social and cultural 

fac tors; 

(b) 

Economic factors^ 


(c) 

Demographic factors; 


(d) 

Physical factors; 


(e) 

Technological factors, and 

(f) 

Legal and political 

factors. 


(a) Social and Cultural Factors 

Social factors influencing the marketing environment include 
social norms and traditions such as marriage system, family compo¬ 
sition and social customs and ceremonies. These factor affect busi¬ 
ness activities to a great extent. For example, some of the items ^ 
purchased at the time of marriage in a family are radio, television, 
dress material, furniture, golden jewellary, wrist watches, etc. 

The demand for these products increase during the marriage season. 
Similarly, some of the products are more in demand during the fes¬ 
tival season such as during Diwali, Baisakhi, Id, Christmas, etc. 

Cultural environment, on the other hand, includes such factors 
as religious beliefs, values, customs, etc,, of the people. These 
values are inherited by one generation from the other. In other 
words, these are the values that one learns from his elders. For 
example, how one dresses himself or what food does he eat is some- > 
thing that he learns from his elders. The cultural values may differ 
from person to person depending upon two important factors, vii., 
religion and geographic location. Thus we find that the food habits' 
of a person living in North India differs from that of the one 
living in South India. Similarly, certain things axe considered 
good in one religion but not so in the other religion. For example/ 
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black IS Considered auspicious in Muslaro religion but it is treated 
as colour of nouxning in i'::ndi. leliyion. The sales people have 
to take these differences into consideranon while Designing stra¬ 
tegies for the marketing of their products and services* 

() Economic Factors 

The economic factors influencing the marketing of goods and 
services include the 'gross national product (GNP)', 'national 
income', 'per capital income', 'money supply', and 'value of money', 
Vvhether a product would be purchased or not would depends upon 
whether the target group of customers have sufficient money to buy 
it. This is greatly influenced by the level of income of the people 
and their capacity to spena. For example, in India bout 40% per -cent 
of the people are very poor who spend u.ost of their earnings on 
buying fooa items. However, there is a small section of the popu-' 
lotion (about 10 per cent) who are rich and can spend money on luxury 
anu camfert But if .e consider their size in absolute num¬ 

bers, it is quite large. Thus while forecasting demand for a 
product, these factors should be carefully considered. 

Similarly, during inflationary conditions, a major part of 
the income of people belonging to lov/er middle class gets eroded 
ana they stop purchasing costly and non-essential products* Thus, 
every m'^rkcting firm must analyse the economic factors influencing 
th ' sale of its products and services, 

t^) Dei'iocfrac.h lc Factors 

Demographic factors include the population and its characte¬ 
ristics such as density of population, ratio of males and females, 
age wist distribution of people, birth and death rates and health 
and liuracy levels, The total population of a region or a country 
constitute its total atarkot for different products and services- 
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Demographic Gnvironrntj:ita+ factors are perhaps the most 

tf ‘I r t ' ) . » 

important variables irifluancing the ma 'k. ting ctivities of a 
firm. Thus, every firm must analyse these variables and adjust 
its marketing strategies accordingly. For example, the firms 
marketing products used by children must take into consideration 
the decrease in the birth rate as, in' the long run, it is going tc 
affect demand for their product, 

(d) Physical Factor s 

Physical environment comprises of the land, soil, water 
resources, climatic conditions, forests and other natural resour¬ 
ces in an aiea. Physical conditions greatly influence tno 
living conditions and habits of people living in an area. For 
example, people living in cold areas need more woolen cloths. 

They also require housing and other facilities to suit their 

* * ^ ( 

climate. People living in hot climate or pi, ices haViri^ hea\^y 
rainfall on the Ouher hand, n.oc’ di'^.'^rent tyoc of clothing, 
housing^ etc. 

The management of a firm must also consider the impact of 
its activities on the physical environment such as the level 
of polution of air, noise, water, etc. and on the health of 
society in general and customers in particular, 

(0) Technolog i cal Factors 

In this age of revolutionary growth and changes in human 
knov/ledge, technological environment is changing at a very fast 
pace. In case of some of the products, the technological changes 
are so fast that it would not be wrong to say that a sort of 
environmental turbulence condition is prevailing. For example, 
the technical know-how for amplification pf,weak ,ej.ectrical 

signals has developed five times within the last few decades. 
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It lid 3 chnnc d froai v^cuain tuijts transistors to miniaturiesccj 
I V* J Lt luxcro i-ninipiurj-OS --0 cliif'. oa co'’’'Lcal fibcc , The rea¬ 
sons for quick cnantjos include more emphasis on scientific researrh 

* II 

ny iv&D departrii..n ts in big companies. New technologies ' pose problems 
.•inu Ciidliunyes as well as open newer opportunities for the marketers 

^^^ Poi jt.ical and Legal factors 

1 

LdUa] anu political factors affecting marketing of goods and 
strvic s inc'uue bovernmen t ‘ s regulatory uieasuros in the fieJri of 
prre-’s, distribution, product and quality. Ail business firms 
hj^'u t, pen'd^ . tii.i. . i^ng 'ccivities strictly in accocLancy 

wi'*n the regulatory framework, for example,, the laenufarturoxs 
.jio ruik(.'tc ''3 of drugs and pharmaceuticals have to comply with 
Vjidous legal formalities. They cannot produce a durg unless 
-'utheiiseu by the drug conlroJlei; they can not frooly fix the 
price,^ s 'hoy nuvG te sc^a.C'.'.y Co.vl/ v/iun Lii^ price controls,' and 

' '' ■' ''' ''-U' o tvj c.ncu..u;s except on the pres¬ 

cription of a qualified doctor.^ ^Ts’^there are strict government 
rogul-tioPo in respect of almost all the aspects of marketing oi 
pnir.naccutical oroducts in the country. Similarly there are 
r.rtnin n strictions in other industries too. A marketer nust 
tu .V. intM consiaeration all these aspects while planning stra^ 
ut s lui tho acnievoiucnt of the marketing objectives of his firm 

Utiol rjctors also ploy o very important lolo in Lho mar 

i ot i n I uf ji o L. , ;' 

-'“UJiaj.!/ with a clianec in ihc' 

mu’'trrm'.nt many policies affecting the trade - ^ r 

iij trace cr., com"'.er^o ’iso 

^ ^ ‘"<ai''pJo, with the install ati -r 4.u 

insxajlotion of the present, 

hnrsimhe hao oovernme>nt, lot of + 

liberalisations in the indi';,^rial 

oolicy nno bev'r Introduced, The industr-iai n •? , . jl 

ucs inaustrial licences have yiit'''‘ ’ 

‘'w-ri; given ta increase the cx^vU-tc 

1 ! . 4 .,. -r'M order to curtail 

, , ■■ i i'l »'ny challenoes as .a!' 

. - - b» om the liBfketlna firms. 
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2.b Character:sties of Indian Market 

C-^ographacally India is the seventh largest country and in 
termsof total population, the second largest country in the world. 
It has a very Jarge potential market for almost all types of pro¬ 
ducts. This is of great interest to tne marketers throughout the 
world. 

An understanding of the nature of the market and its charac¬ 
teristics would, therefore, be of great heJ p to the marketers in 
planning the marketing strategies in respect of products, prices, 
promotion and distribution of goods. This would also help in 
matching the firm's products to the- neeas of the customers. The 
present section, therefore, takes up to descxite some of the 
peculiai characteristics of the Indian market. These are as 
follows; 

A • Population 

India is the second Jaraest market in the world, after bhina. 

According to the 1991 census, the total population of India is 
estimated to be about 84 crores. The population density is 267 
persons per square kilometre, which o:^ course varies from state 
to state, depending upon the topography, climate and the level of 
economic development. Among the states, the density of population 
is highest in Kerala (747), followed by West Bengal (766) and 
Bihar (497), while it is very low in Mizoram (33), Sikkim (57) and 
Nagaland (73). This shows that there is a great potentiality for 
the marketing of various products in the country. 

^• Age Composition 

In India, there is a very large children's market as they . 
constitute about two fifth of the total population. This repre*> 
sents a vast potential market fox products and services needed by 
- children. There is also a substantial youth market in the country 
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th: popul tiun ranging bctv/een 20 ana 39 yt-ars of age constitulL 
O . - r, ot of th<~ Porcenl^go of teenage rrarkei, 

(k tVj'j'r tile ' "-‘r nw oi 15"'19 years) is about 9 per cent, 

U 1991 census, the r.'tu of literacy in Inaia is 
p '1 VI ’t. uut of this, TialG ixler^cy is 63.86 per cent ariu 
fijiiJ- J.tv . cy is 49.42 prr cent. This data further reveals that 
Ih'r^ . ,i J .me ru.rkct for different types of products f<m 

u“. (. vnunj uo 'll as ole, literate and illiterate, males and 
i J I" 11 L S 5 ^ i V 1 ^ j 0 D k 

^' yjji y. 

Out of -ih" total Iridian population of more than 84 crores, 
r v''st 'ii-ijnriL’/ (above 70 per cent) liVv..s in villages. There ax'- 
-pt roximately b,76 lakh villages ana 2643 towns in the country. Tt 
cvt.ri/ TiS '> ? uutropolitan cities with a population exceeding 10 
liluv,. iru‘M th^re exists a vast rural and urban market for various 

■h' * » 

iriir 

Tri. r'll. t pot. ntiil of a product ultimately oopenos on the 
oUiCfi Mfi.T } . , of consumeis in a country. The purchasing po/z^j. 

; ri ttan,is It Jy dv'p^jn. lent on th^ national and per capita incou^ 

■' ■' <■' .‘umptLt.,n and savings level in tho country. 

th« r. t' a ,1 inr mao of India in tho year 1984-85 was eGtim''tc; 
t . '7 c ro ., 1 . s at 1970-71 pric ^s) and the per capita 

- "■ ' n t' ;t Vv.jr was Hs. 771,5, Notwithstanding its lov^/ 

- ' '■ . 1 ' th,.' developed countries, both national income 

‘ . ncorae have been steadily rising on account of the 

'.rtr c<^v i'jpmt'nt piocess. This has resulted in great oppor- 
t ‘--11' ' -I h rkeliritj of great number of products and services- 
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E» Cornpetition 

In terms of convp'ti'tl'^r,^ tl-, InJ'inn iTtO'i<91-a? c'^'^r'^eterised 
ty sc'ctoxal imbaJances. For svjch products foi which there are no 
snortagos, there is a growing competition in che maricet. For 
exariiple,, in products such as toilet soap, soft drinks, fabrics, 
toothpaste, television, cigarettes and certain processed foods, 
there is lot of competition among the marketers. This is evident 
from the number of advertisements that one see on the TV or listens 
on the Radio. On the other hand, 'for certain inoustrial products 
or durables such as automobiles, there is lessor degree of coiupe- 
tition in the market. 

F* Consum ption Level a nd Pattern 

An understanding of the consumption level and pattern would bo 
useful to the marketers in identifying consumer needs and market 
potential for the firmfe products and services The per capita 
consumption for the year 1984-05 was Rs, 1950. This comos to nearly 
uo. lb 1 iiioiith. This IS iuuca lower as co.upared to that found 'n 
developed countries but there has been a steady rise in it over a 
periou of time. 

The av'c.’rago consumer spends about 54 per cent of his disposal 
income on food, 11 per cent on transport and communication anc 30.3 
Ti-r cent on clothing and footwear. This gives an idea aocut th*: 
potential market for different types of the products. 

^flP-Culturaj.^ Chara cteristics 
(i) Religion 

India is a secular country inhibited by people belonging 
‘'-jT^erent religions - Hindus, Aluslims, Christians, Sikhs, BuVhiist: 
'ind oincrs. Every religion has its own values, beliefs and coc., ..'f 

c Ti'.'uct in respect of what food to eat',' what clothes to wear, and 
cn. Such religious norms exert a strong influence on consumer's 
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pu^c . ^ 'li.l ccosumot < j:i Ijch'-v: It is, tliorefore, important 

"n< thrs-. f, ctors anc' ’’-Uiis thov substantially influonc 

nj behaviour of people, 

a*.. 'uiJ^ion has its own important festivals which are cele- 
I'T.,ct ' '.’itL Lxahitional gaiety. Most people buy n^vj clothes, sv/oets 
1 u i‘ : .. ft items for their friends and relatives at the time of 
t' r -viv is. To 0 se'Ur, these festivals represent p^^ak salos 
-O' till I for introducing new products. 


' 1 j I, ngu 1 ;> c 

-m-vp. plays an important role in marketing because it ig 
' ( ^ bt ' , liura cf communication with the potential buyers of 

- ' -1 icis, /i number of languages and dialects are spoken 

-r 1 ig evident from the fact that as many as 15 languagef 

t til status Of of'^'iciai languages. Thoso are Assamese, 

. ' '""W’/ '-'uiixi. ( ".Ltden; ii'T'th-, O^iya, 

I ‘ ^nrohril, Sindhi, Tamil, Telugu and Urdu. This posses a 

marketers to communicate vath Indian rrassos 


: 1 ^ ’ 


. ’A‘Ai.ano„Opj 5 ^rJ:uni Indian 


,.,n. sm, as leJl business units are exposed tn t‘".' 

I Uwtiuns, from time to time, in the environment, The a-' 
uts irtiTi environnent and (b) Opportunities from thv. 

ai h,, 


urvironmi-nt i 

f t 

! 

I 


Living Organism 
and Institutions 
engaged in diffeioni 
nctivitiGs 


FH- 2,2 
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Indian marketing environment offers many challenges as well as 
opportunities to the asiness units operating in the country. The 
major challenges and opportunities in tho Indian market may be dis- 

t 

cussed a's below" 

2.6.1' The ChaJ-lenq^s 

Environmental challenge is a throat posed by unfavourable trend 
or specific dis'urbanco ir the environment that would lead, in the 
absence of purposeful marKoting action, to the stagnation or demise 
of a company, pioduct or brand. For example, the declining birth 
rate of the population in the country may be a threat for the firms 
marketing baby proaucts or the recent Gulf crisis had brought in 
serious threat for the firms using petro-products as their raw mate¬ 
rial. In the sane way, the newer technologically advanced products 
become threat for the existing products. For example in the recent 

years, the photoc,spying uiachine has received serious threat from 
Eltctrostate rnHcliinesi black and white televisions, from colour tele¬ 
visions, fountain pens from ball pens, and so on. Some of the other 
examples of such challenges in the Indian market are summarised in 
the Exibit 2.3 as follows: 


Exibit 2,3 

Challenges in Indian markets 


ifnvironmental Challenge 
To From 


(i) 

Tonga, Cycle Rickshaw, 

Hana Rickshaw, bullock 

Cart s 

Auto rickshaw and other 
mechanised means of trans¬ 
port and trucks 

(ii) 

Cotton Textiles 

Synthetic Fibres 

(ill) 

Cinema Industry 

Television, VCR 

(iv) 

Radio 

Transistor 

(v) 

Gramophone and Gramophone 
records 

Tape recorder, Cassettes 

(vi) 

Holder, pons with nib and 
ink filling system, pen ink 

Ball-point pen, refills 

(vii ) 

Dhoti, pugree and other 
traditional clothings 

Trousers, felt hat and 
other modern wears 

(viii) 

Brass untensils 

Staihless stell untensils 
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Xil® Cppor turn ties 

r .ctln.i opportuniL; -* s a chalicnye to purposeful • 

actiop th. t IS characterised by a generally favourable set of 
_ionmental circuinstances ■’rid an accep^anle probability of success. 
The onvi/rnrriv^nt alvays uives rise to nevv marketing opportuni i.aes 
and suci ess deparcis on hovi/ i business firm is able to avail of the 
cpr ortunities. Opportunities to a business firm may come in Lhe 
follc'Ain'j ''orms t 

(il innovatjon of new products, services, channels and methods 
of sale'- promotion; 

(ii) rreaiior* of competitive differences; 

(ill) prospec ts of expansion and penetration to nevj markets; 

(iv) reduced roripetition; 

(v) tavjiijble government policies; 

(v } nrome/purcha^T power of target customers. 


Opportunit;: es should be examinea to explore 


ineir reasioiuitv, 
/-.n opportunity once lost may never come back again. Accordinc 
to a niurketirj <’xperts, there can be a need but no market; rra'-ket 
but iio custoi.-er, and customer but no salesman. For example, there 
CKi ts areat nted for so many products and services in our cou'-.i/ 
iu, cue to pcvfity, lack of purchasing power and repayment CrSpn ity 
iiic nur.iher of customexs for ail those products is not be vor, Jarcf: 

In In *1.1, the Green Revolution has brought economic piosperitv 
i. in.r 1 - .n rural areas which has increased their puren sii; 
poutr, lius has provided tremendous opportunities for the prcciuctw 
and sale of products and services for the rural markets. In order 

tP top th« opportunity, the marketers will have to ascertain the 
of ™^ai r„oole. After that they have to develop an app.op- 
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marketing mix to develop products that suit rural needs, to price 
such products at reasonable to promote them through such 

methods as are appropriate for reacuing rural masses and to ensure 
proper distribution of the products. Rural market of India has thee 
potentiality of becoming the second oigg st imarket of the v^orld 
after China, on the basis of population. 

The increasing number of rich and middle class customers in 
urban areas provide ample opportunities for the sale of a large 
nui'iber of consumer products and services. The factors responsible 
for providing better opportunities for the sale of products and 
services as are given in hxibit 2.4. 


Exibi t 2.4 
Opportunity Factors 


Factors 


Marketing Opportunities "for 
products a nd s ervices 


1. Increasing laxe of litCx.oC 7 Couks, periooicals, journals, news¬ 
papers, etc. 


Increase in longevity of Fruits, food products, clothing, 
Ilf® medicines, etc. 

Vast development of cities Construction material, cement, 
and towns electrical and sanitary fitting, 

© "t C 


4. Development in the standard furniture, carpets, cloths, shoes, 
of living of people TVs, refexigerators, rnopeds, 

scooters, cars, etc. 


Development of new indus¬ 
tries 


i.'achi nory, equipments, raw mate¬ 
rials, related products and 
services, 


The term marketing environment refers to all external factors 
'^hich influence the marketing activities of a firm. It is essen¬ 
tial for a seller to understand the environraeni in which he performs 
“is task as it help in planning raarketino strategies for his products 
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fiinci services. The Vc'jr^-ous gtiv jI' on'i.'‘iTt^’ • .*ci.ots which inflUGncs 
markotinc) TCliviti&s of 3 cr esn sc 'ivic'od into the followin 

six catG’ 3 cries: 

1. Soclnl environment, 

2 . i^conomic environraont, 

3. Ueniooraphic environruent, 

4. Ph.. sical environment, 

5. Technological en^’inonment, nno 

6. Leg. 1 .'no Political env Lronincnt. 

In addition to tnc a ovc i.icnticnici Tactors, there are some 

other factors wuiCii influence the uu rketing activities of a fir i. 
For example, inarkii Gnvironaxnt and the e'.'yania"iti onaJ set up of 
the retail firm. ..r.rkitino envjronmanc is 3lv;a/s changing and 
form time to tiae jff' r opportunitiv,3 e'S V'Oll as threats to the 
business fir n 

In‘’i''n !''■!' t off'’'" o'tunitios to ‘^ntrepren-'^rence 

to produce anu sell all t/pes of products ane services. There is 
a iPrOe segn-nt of rich ano 'laolc class custoiiers in urban areas. 
Hural mrknt has r'lso large potont-'al to t’eveJop in near future. 
Thire iro some challen_,os also in the Indian raarket such as about 
half chf population is poor nnd ]ivo3 oe] o'- poverty line. Then 
there die flootis, earth guakoc, civil disturbances, famines, 
a suc'ussful mii'kotur is one vjho adupis his marketing activities 
accoiaino to cinrujing »'nviroiimuntil conditions. Ho estimates and 
forecasts about tin- uusiness on''ix'on''i'!onL and prepares himself to 
face the challenges threat and avails the opportunities offered 
by environment, 

2*8 heview . wut stions 

Hiiwi iiiikuii.i (uMnw toll rf'Tiiii i— i,— 

»yrit© in five lines the meanirio of the following terms* 
ii) Lrrlro>'' 

tii> Lv' . Ic o../: V nl 
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(iii) Technological Environment 

(iv) Physical Environment 

2, Distinguish between 'environmental' opportunities' and 
'environmental threats'. 

3, which of the following factors influence the marketing 

functions (please the correct answer). 

(i) Economic 

(ii) Social 

[iii) Political 

(iv) Technological 

(v) All the above 

5. Marketing environment of a country offers the following to ,, 
a company^ 

(i) Opportunities 

(ii) Threats 

(iii) Both 

(iv) None of the above 

b. Explain the concept of marketing environment and the various 
factors constituting the marketing environment. 

w'hat steps would you recoiamendod to a retailer to save his 
business from environmental threats? 
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Chapbar-3 Uirkablng Process ana Jllemanis 
of Ilix Learn 

Ob .1 actives 


After studvin'T - c’r.''''ter, yuu * „ should be 
able to*. 

1. explain ttie irarketlnp, process; 

2. elaborate the dirfvereut stages in the 
process of liiarkeLing; 

3. describe th“ concept sLid role of market in g 

mix 5 

k. illustrate the sisniricance of diffai-ent 
elements of Kurketing mix. 


3.1 iia.lA£S4iatloi:i„. 

In the previous tv;o cnapters, you have learnt 
about what merkatmg is and what are the environ¬ 
mental factors cii:id force which influence its 
perfomancc. Tii y.r present, chapter, wa snail be 
Concerned I'iuijwoat marketing does i.e. the actual 
process by which marketing operates. Pfe shall list 
out the dlfj.o^.„.,V, uta^^ss of the marketing process 
and explain t!;e meaning and significance of marketing 
riix. Vfe snail also ezpalin the different element 
of marketing mix and elaborate the importance of these 
Clements in tte marketing of goods and services. 

*tK process oy wuicli maiiveting operates within 
an organisation is r^iTerea to as the marketing 
process. 
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As shown in Exibit 3* "I? there are four importa.nt steps 
in the marketing process. 


‘ M ^ t 


Sxikit ,3.1 ^tages of Urket-in^ 


lejiL, B. Marketing .Opnortnn-iW■ 


Marketing objective 
Jlarketing capabilities 


\ B, 

\ 


3.2.1 


rketing Act;? , on 

Implementation 


\ * Control 


* Social, Political and \ 
Economic Factors 


* Competition 

* Mlarket Selection 

■Marketin g Strategy 
banning 

* lyb.rketing Mix 


- .1 


- Product j 

- Price / 

- Promotion 

- Physical Distribution 


• I 

ashing ,a.n Organirsa'tiQnT-Syst'em h’ 


> k ' I 


The first step in the process of marketing is 
establisiirient of an organisational s^'stem. Such a 
system is based on an analysis of the marketing 
capabilities of a firm and a clear stater^ient of its 
marketing objectives. 

The marketing objectives of a firm should be 
clearly defined. Mferely statixig that the objective 
is to 'increase tine sale of firm's products' is not 
enough. The objectives should be specific, and 
stated in quantitative terms, let us say, the 
objective the bj ’is ' ^ stated 'as increasing 

the Sale of firm's products by 25 percent in One year" 
" to achieve market share of 40 percent in 5 
years". Descid.blng the*-ob'jactives in'these terras' ’ 




'^wlps an organisation in planning its straLsgias mor.) 
offactivaly and datam.lni’^g wh'-^thar or net its overall 
eHorts liave "baen Rueoe.^i ^ 

jttxi assessuiijiiu ux xiidx'ii-eting 6'apau.txit'i'^ s i^x' o. 

* f " 

firm would laaart assessment of its resources - financial, 
ptiysical, personnol, tlie rescarcn and developLunc facxiiti.. 
etc. Different organisations differ ±i t^nas of tneir 
capabilities. For example, some nay be very good in terius 
of managerial rosources while others may a relatia^ely 
sound financial position. Similarly m, soma orgarisaticis 
the R & D department may be outstanding but tha produccTCi 
or marketing deptrtneit may not be as good. I'nus eviry 
firm must make a true assessment of its capab^ 11^-1 .-.j so 
that It taltos up only those activltlos in vhicn it, hrs a 
ccmpetitlva advantage or which .are not outside its capa- 
bili ties. 








* -i ^ X*. t ^ U w 


r-'— *VL/k. 


_ S'L'* ^ A , 


ficaoion and appraisc-1 of the marketing oproj''tunlties, 
problems and the associaied risks, ^in op'^rtuti'i ty auLili 
requires that the firm ’ sa clear sens., of midersid: ■ g 
of its own objeotives and capabilities and of bne .nivi’>. 
mibnt In vhlca it exists. This McIuOjs tne socirL, noli 
and oouiinmic forces; the ccKq.otiilon it tin, in.e.' 

indl erics with which It must deal; and the market Skgon: 
in W'.lco’ it i s 1 iter-.eied. 

3ve- change .‘n the existing enviroirient brki 
in varlo'is opportiini ti es as well 33 challenres for tke 
markating 3h order to r^nd out new potantisJ. .,iar 


< J-. 


a 


op|Tort!inltie.s, each firm should tl^refore rrake 


;ui or^ ’'*r i 
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^ effort in this regard. The opport'inlties so identified 
• are then evaluated by the firm, in the lignt of its 
ohjectivies and capabilities, 

3.2.3 Developing flarketing Strategy 

Strategy means a long term plan for achieving an 

, ' \ 

objective. 

After a company has analysed the current marketing 
situation, identified the opportunities and threats and 
defined marketing objectives, the next step intlssmarketing 
process would be to design ’ marks bing strategy for 
achieving the same. In simple words,marketing strategy 
is a plan that ' marketer will use in attaining the 
objectives of business. 

Marketing strategy is‘a broad concept of how 

i 

resources are deployed to achieve market success. The 
marketing strategy of a firm consists of long term plan 
in six areas, viz., ’product*, 'pricing', 'physical 
distribution', 'promotion*, 'market selection* and Compe¬ 
titive Orientation, All these areas are interrelated and' 
a well coordinated effort on the part of the firm is 
needed in order to develop an efficient marketing programme. 
However, the central focus of the marketing strategy is 
the creation of the marketing niz . for a select market, 
details about which are given in a later section of the 
chapter. 

3*2.4 Marketing Action 

The final step in the process involves putting 
the marketing strategy into action. This consists of two 
phases - implementation of the strategy and its control. 

The success of a film’s implementation efforts 
are largely influenced by the motivation and coordinatirm 



actlvltios of tb 2 raonag-ement, ' TLiere a^e different ways 
of Liotivatlng'the employees, e.g., by recognising their 
efforts; by providing them with opportunities of growth 
and iavelopmant; b, giving them financial incentives 
by providing them job secuid.ty, and so on. The manageraent 
musD make an analysis of the neods and aspiratioua of 
its eraployees and try to satisfy the saiiiv. so that they 
feel motivated to contribute their best to the organisation. 

Coordinating the activities of different depart¬ 
ments IS' another crncial aspect of effective management. 

Lac]*, of coordination would only result in failures and 
ineffectiveness in cui organisation. Coordination is needed 
not onl> within the marketing department but with other 
daparti-ents as w-ll, Tliis means coordination is necessary 
in respect of tim activities of the finance, research 
and development, production, engineering and other depart¬ 
ments ii/ithin on organisation as \'ell as efforts of the 
distributors,suppliers, etc,, outside the organisation, 
.Another sosential ingiv'dient of market action is control 
of the marketing activities. Control is thvi process of 
comjHring th*- actual P'silts with that of the objectives 
of tlm luai’k^;.-ting strategy. The deviations, if any, are 
analysed and corrective measure are taken so that the 
objectives Can be fully achieved in future. 

Mly 


ks We know, the central focus of developing 
juad.etlng strategy in a firm is to create marketing mix 
for a seli'ct markit. It, therefore, becomes essential 
to describe in some details as to what Is a markoting 
mix arid what role does it play in achieving the marketing 
objsicttves of a flRa, 







I'larkotlng uix refors to tbs mlxtivo. of cont.^ollaLl 
activitieis that a fira! to acih j .. ' hj i.-’ax'-tid blr g 

ohjactlvds. -oat moana b’v \ar-u‘hen t'y- yur- 

formaiicQ of an organiaabion uay ljroa.cILy h. di.vidoci 'Lit»- 
two catogoT»|r|af^<f»cff«>b*;|(^iii^^ . 

marketing mfix is^ con'cainad only with tha contrcllab:- 
variahlas, 'Tha uncontrollabl^ariaolos aia also know., 
as environmontal variables, details about v-’bic ] bavv 
already been doscr:bed in the prjvious eh 3 ],tej\ i 

*■ y , 

variables which arc to certain oxteox contx'’oliable rj 

J. t In •»* 

bha actions of the rnanagament includ; prix’uct, nrje.. 
physical distribublon nd pronotion. Ii oGh-.,r 7 Jord:j 
dGcisions with respect o these aspects are enck " tne 
control of thva raanageme of a firm. Ibi' --xararde^ win. 

I 

product features will'b selected or w."''t x-r ih p'lh i 
would be sold under a bVancl naae or a generic niie^ .r 
whebher the ijroduct will e mbroducoi .5 cn . six-c'-J" .v 
1 :: ..1 cn.. sinesr^ "‘tx.., ir. ;nflu. . 1 . 

firm’s mann*g^f(bKSd’t<;*v<»i}^T 5 sT'‘jn t J-'cn i 
on numerous aspects relat ng to the prio 3 ^ _)io:rMa:M e. 
physical distribublon of he products ns it ccntiel. 
these aebivities by lbs cfclons, 

A firm would bak these docisli'ns o ct’ ib .3. 
differont elements of tli, markeiing iti x 'n so ■ . ^ 

that its marketing object ves are achiovod in a men. 
effective way. IbSt us Sxvjj , it would lil c k'li t.’ f\<rc<rcS'® 
volume of sales is achieved at a cost t b w k... 1 

a desired level of profit. But so nanp e.i-t *f'lat -v fivd/ej 
Can bo adopted by a firm to achieve th's csj •‘cl "’w. t ' 
pi'oblem then is to decide v’hat would be t.^ mos': e''e,.e . 
combination of elements be a''h*' 3 v= '/t\ 
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Iii oUiJ4.’ words, tlx: prcbl^iKi is Lo find aii oi?tl>.nal w.iy 

of ccnbinln^; thus;' olnn ; - sv as ho V20 best rocnlts. 

Tonr. tb.3 Tnana,0m3nt t : h' ■-el'-’’ say wbn : 1 - -it sbojld 

si-and larjj suns of nonoy to davolcp new products or tj 

si?n:i aopo raonay to prcrolc tbs sala of tljs existing 

pr^lHCls? raduc^ Its 

own cxj.'^ndituro fur demand creational eretivltlas -if 
' ^ 

norgjns are g-jven to I'dddlamen; or Ibw much efforts shwuj 
b ^ dovotod to idv^rtisiag as compared to purs022.-u. 
jcllindbr packasing or labeling? The success of a 
marketing plan, thus, greatly depends on t ,e correct com¬ 
bination of tlJc mai’kui.ing mix adopted. 


3A 


laeisan li S-gO ferK ...t, Mi s 


As discussed In the pr31/ions section, thi four 
major e„ 3 :-ijnts of rnarkw rdng nix aj’o - ’iiroduci,’^ 'iro^iritb 
'iej‘ and 'physicra uiuu, t,jao..u,i'. I'b^se arri ex^‘ in,, j 


}u- 


.Is 


3.^.1 -Pruduct 


%' ■ * * V' <• » < I 

In marketing terminology, the term product in* 
refcS' to a physical pro. uct or a service or an ide 1, 

^■1 is basically what is oeing offered 00 the consume’'-', 

"t, nay be anything wipch a consume^ n 'eds '-•nl ' i yi’.'’ ’ 
to pay price for. 

Activities rein ting to product incDiids its Jb 
is attires, eru 1 na e, packagl.n_^, sera'icos, wai'rrrti .. 

adc .a b’j, u I- 


etc. xranding includes the s ieebion c.’ t 
use of individualised or family brano. cal-. 'uiJor 
]iri» ito la'^jXs and rnbrande'' aales. fnekaging ccV’<^r>. 
the fcrf 4 ul 1 ttob and, desig * oX' packages cno. ** ■■'bui r, 
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Services refers to whatever accompanies the produce 
by way of delivery, repair, waranties, etc. The word 
product may be a physical product or a service or an 
idea.,as for as marho rs concerned. In other words 
product means ’something 'which is given to consumers in 
exchange. The word 'some thing'may be a tangible jproduct 
or entertainment or advice or any service or idea which 
a customer needs and is willing to pay a price for 
(^tivities related to a product, service or idea include 
the quality, features, brand naane, packaging, size, 
service, warranties, returns etc,) The idea of product 
planjing is to satisfy customerfe demands. Product 
planning also ensures greater choice to the customer , por 
L each producer can make a product with some distinct 
features to suit the requirements of specific customers. 

To tne producer, product planning helps to effectively 
face the competition by virtue of distx'ict features of 
the product.* Ibiother imnortant question in respect of 
'product' is the debeiminatlon of the product mix i.e. 
what are the products the company wants to produce and 
sell in the market? The different products that can 
be manufactured with existing equipment? The quantity 
of each type of product?®to. These are some of the 
questions to be decided from trm point of m'urketing 
planning and objectives. Fcx” instaiice, Ifodam Balceries 
manufacuted only plain sandwitch bread to begin with. 

Later on, other varieties of bread like fruit bread, sweet 
bread, milk bread, buns and rolls etG»,VJ8re added. The 
problem involved In this situation is that of finding out 
the optimal product mix to generate maximum revenue. 
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• * 

After considering the issues relating to product, 

' the next item ini:inrketing-iia>: is price. Price refers 
to the amount of -loney that consumars pay-in exchange 

for the product or s-rvlce. The price has to he fixed 
at such a level th-t is witihn tha reach of the target 
customers. Otherwise, thay would not be able to buy the 
product. Soma of tha iinpox’tant factors which influence 
pricing decision by a firm ara as follows: 

(a) ValueThe tern value means the utility of the 
product to the customer, Tha customor purchases a product 
to satisfy his/her wants. The capacity of a product to 
satisfy himan wantsis Its utility. Mora the utility in 
a product, mor-j will be its value from the point of view 
of customars, 

(h) Cost:- Cost refers to the amiouiit at money spent in 
tha production and distribution of a product, A manu¬ 
facturer generally does not sail a product below its 
cost. Thus, cost denotes the minimum level of v/hlch a 
pi-'oduct ccLi be sold, * Valuo ^ and ’cost’, the two factors 
discussed above are the t\7o exteems or limits of pricing 
decision, ’value’ denotes tl:ia maximim of the oustomer and 
'cost', the niinimun of tno seller,. 






methods of salespromotion, such as advertising, porsonnal 
selling, puhlicity, etc used add to the cost of tha 
product. Thus thesomfluence the npiee of a product. 
Similarly, after sales services aid bivde policy (relating 
to commission, hanefiis-to middleiiiGn, etc) also affect the 
pi’ice of a product. 

(d) Comnetition: -- The degree of competition existing in 
the market is a very imniortant factor affecting the price 
of a product. Generally the prices arc fixed at a lower 
level if the degree of competition is higher, and vice- 
versa. 

(e ) G ove mment Policy i- Government authorities place 
numerous restrictions on fixation of prices. Every 
manufacturer has to fix the price according to Government 
policy and regulations. 

3 . 4.3 Promotion 

llerely producing a gcoi piodrct cr ;^ri.clng It 

at a level winch is acceptahle to tne target customers 

would not sell it. The customers have to be informed 

about the availability and utility of the product: and 
are to be 

also/persuaded about the usefulness of buying the product, 

Tltese acts of informing and persuading customers are 

^'fered to as promotion of the product, and constitute the 

third element of marketing nix, A marketer has to take 

several decisions in respect of promotion of the products, 

For example, what promotional methods (advertising, 

personal selling, publicity and sales promotion) will be 

used and in whet combination; how much amount will be 

and 

Spent, on promotionj^o on. The overall decision is taken 
hy considering the effectiveness of individual elements 



of tiid rroLiotloiiai 
fi rill' r i-vsn becao 
to a particular pr 
- ^ liicb ' 


nix usao 1/ coripo titors^ aiid tha 
0 ffoc t ivoii- r or c o i siuie r V3 sponso 
:Kiotiuial .lix cannot "be easily 

- i-’’o 1 r^'i o'b.ioctiv: 


r-' 

vJ • 


3 • ^UH jP^yslc aJ j>lstr~^b uuii;ili 

Jinother iiipOx’tciiit acivi:--^ n respect of marks-tiiig 
of gcons a.id s^rvia^s is r'-lr.i.Tn to toe pfysicar®3TsTffl 
■buticn of tiio rroducts. No customer would be able go buy 
a produce unless "c i s cade a^'ailable at a place v/bicn is 
Gcnvenisnt to hlH'. Thus tuc 'Oo:s should be made avai¬ 
lable at a right tine e'-'d x*!place. To ensura that 
th • marlmters uav; to ta.k: ijc-^sr- i: iv.pact of two 
irnperta^t aspects. T mso are; 

(1) Ghojnnals of c. strtnitlor _ and 

(2) Physical dts ..'ibutior . 


Kiyrdcal .isbributien u. tj^^' i.'j 'rc related to 

the niovcment of product; T; uu tu plac of its 
production to t'le idacc of il.s oon- 

sumption, Tl-" nimii cbjrit veo of the task of physaerd 
distribution is to r.ai^e ■g.-/' iruducus avaiiauue at tne 
places they anj r-nuiredfor eonS'mptlca, Tiie distribi.tron 
not won: shoul.l be -i eignei u r-ich a way thit blr:^ 

Work is dene at a miu'i'nvj cost. 

In c:.se 'if i.io u, of I.'*; products, tho narkoter 
does not sojI d 1 meetly to th ■ consumers. Instead, jc>r 
ch:!ino> int ininiiaxp; or niddlornon are used for this 
purpos^n ‘vbanni-* s uj Jis r’lWiit' m are m. routes thruUsj'' 
Wi2kdi tie OMii! i‘v,,n in’*jducts and seivlccs ;s uiavis- 
feri'.i, fri"]*-! •r-iiaci'’ '■ o .ns” .er. For exam do, a tyjacaJ 

IhjiVj S'' mp, xUu n.iod..--'-■‘Ids t.e. wholesalexu 
stcckistj daaler ro bailor, cooperative store, 



dspartnontal storej fair price shop, etc*. 


in 




1 shins c. ciiiklc of 


distrj.l)utlon, the marketers considers two points 


(1) The distrihution functions should satisfy 
the target consumers; and 

t 

(2) Wnich intermediary can hes:, iierform these 
functions? 

The manufactures of costly, cMrahle and 
sophisticated produci lilte cars, scooters, 
referigerators, television etc., find Independent 
dealers as the hast channel for the distribution 
of these product. Marketers of cheap, perishable, 
consumer products use multistage channels, viz, co- 
w hole sale r-re taile r, 


3.? .ai.iimary 

The process by w ach marketing operates within 
an organisation is called the marketing process. Tiie 
important steps in the process of marketing are a) 
establishing an organisation system; (b) identifying 
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rnarkuting cpportunity; Cc) Yes-'fomUyg inarkoting action 

and (d) dovislJnj niarl'ct L;' strategy. 

Tde -.arketin' ptr-'teyy c J a frin consists of 
lonji ter;n plan Li six najor areas, vis., product, pricing, 
proi^otirti, I'sysical distrtoution, narli-ut selection and 

orientation. Uf these, tno first four olemontr 
Const!tuw t^.e inarketln; mix for a select narket. Marketing 
rtjfers to the mixtui^ of controllable activities that 
a finn uses to achieve its marketing objectives. 

There can be various alternative mixes that can 
be adopted by a firi? to achieve j ts marketing objective. 

But a firm would Like to choose a mix that enables achievc- 
inont of marketing objectives in a most affective way, 

Tnus, th i prcbiem is to find an optimal way of combining 
tar tlirfermit elements of marketing mix. The four major 
elements of marketing mix arc fruduct, Pricing, Promob ion 
.and Riysical distribu .1 ..la-ivslwr has to tal^e various 

3 ’’ r’iC'Ur'' ill res*''!' t T f' at 

SUCGCS.J of a markelLig rugrjvis depends on ttic effective- 
njDS with which tujso elemenis are lixed by a firm. 


UVl.J-W (SIk'. 


Ur.at do yoo mean/marko tin i urocess? Vihat axre 
tht, Importcint sl.' ps in the process of marketing? 
Wusvt do you mean by identification of marketing 
oi'portiinltirjs? VJiiat ax’e the ways in which mar¬ 
keting o] -crtunitles in a firm can be identified? 


0 ) 


Wilt is a marketing strategy? Miat are the 
major alamentg of an affoctlve marketing strategy? 
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(^) 


What do you un dor stand by marketing mix? 
Explain bli? major oloments j£ i.-ix'-kd ting mix 
and bhe role th:y play ■ i succoi^if’il achieve¬ 
ment of the marketing objectives of a firm. 


(5’) Give examples of a 

different elements 
higher saJ-os, 


marketing manager changing 
of marketing mix to achieve 


(6) Wliat marketing activities ca^i be groupied under 

the following elements of marketing max.? list 

a/loast liar activities, in respect of each 
element 

Product Price flo les Pcomobion Distributi.oa 


3. 

6 . 

7, 

8 , 

(?) State whether the following statements are true 

or false, 

(a) Expenditure incurred on advertising TRUE FALSE 
is not an investment 

(b) Advertisement can have a wider r^ach than 
perc.vnal o.al m 

(c) AdverGisemenG can given personal attention 
to consumer problems 

(d) Advertisement can act a liaison between 
the company and tne buyers 

(e) Parsonai selling can be abetter 
substitute for advertising 



Chapter -- h, .B^oduS-il 


Laar.ilJiP: Ob.ie jol c 


rf*,lc.c!r rtid,<aa.n^, utJXo onapTi^r, you suouxu. be aula 

to i 

(1) axplain-tue co-nu^pt-of prattatrt and Its lOlQ in 
tha maria ting mix; 

(2) appraciata tiia diff^rant basis of classifying 
til a jtroducts; 

(3) explain tha cnaracteristics.of different types 
of products; 

(4) djscr.l ’ ■ c iicapt and role of branding ; 

(^j') examine the jinportant decision areas in respect 

of branding; 

(6) illucldate the different types and functions of 

packaging; :uid 

(?) dcscrllo ■‘'U. ‘ . _ ’ ' life cycle'. 


in tne pr^j-vious chapiter we have described 
that In order to achieve its objectives, an 
organisation has to adopit a corjibination or mix 
of various strategies, Tnis package of strategies 
is p;on;rally divided into 4 broad kijids, viz, 
Prov.uct, Place and Promotion and is called 

too narketlng mix. In fact, planning and develop- 

’ting mix normally begins with 
a clear idea of the firm's produjt. An enterprise 
r’ay have a lilghlv sopihistlcated channel of distri- 
bution, reasonable pidees and an effective 
jiromotion campaign. But if tive product fails 



bo sa-bisf,'- tas consLaiiers needs all other efforts may so 
in voin. So. we can say tha.- product is really the heart 
the >.n:i3c ’i''-mix. 


de scrihc 
exolai is 
fOT" cl IS 
^‘1=3 ail in j 


Pl^' . ' _ t' to 

arious asp^cis relating to 'product*, It 
the concent of product, and discusses the "bases 
ifS’-'ng the products. Ig a.lso drescr bes the 
ud rol^-i r,f branaing, paclniging and the concept 


of pro iu jo 11 fe c^'cle . 


C onee 13G , 0 L Product 

In our fry-Gc^-.da'^ life, we bu/different kinds 
of products to satisfy our \ariou'" needs. For exariple, 
Gocthpastes, c Lga-'e bt es . cold-ciriaks, soaps, ballpens, 
writing papers, Fabrics and durables like fans, sev/ing 
machine, TV, VCR, cbc. In common parlance, when we use 
tne word '_L'j^oduct!, we refer only ou the physical or 
t:,un;,.blvs abbributes of a product. For v^xaniplo, we say 
we hove bought a car or a p-n or a shirt, 

Cur d'*ci,'=lon go buy 0 product is not only 
affect'd by ibs ph'rsicxl quail'I'o, but also by certain 
non bo.igible eud peycholo'-'ica. "actors e.g. brandnamc, 
repu bati',n, inty, packaging ecc. let us say, when 

a person buys a car, h’ Is iust buying a few nuts 
and bolts, an-engme, four vh'vils, and so on. Rather 
he is buying a means of Gransport, a status symbol, 
guarr.ni bies and wa_rantias .accomj'eying the product, 

Image oC the cOiai’Uixj" and n.any ot’.ier such attributes. 

Thus^ in marketing, prouuct it a mixture of bangible 
and intangible attubuto^ which a’o capable of being 
exchanged for a value with ability to satisfy customeylceeds, 
•Hsc!-, If. oun.^cts) wc also include services (such 
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eatables, textiles, toothpaste, cosmetics,, shoos, pens, 
fans, etc^^fpp our personal and non-buslness use* 

TI70 oonsimiers products have b^-en classified 
on tho basis of tvo ImporGanELi facGL^rsj— a^ exij'-n!j 
of shopping effort Involved and (b) the durability of 
the products. She so are explained as below 
flho-nping Effort Ihvolvad 

Tho time and efforts buyers are willing to 
spend in thepurchase of a product Is an Important 
determinant of the promotion and distribution strategies 
to be adopted by a fimii. On the basts of this factor* 
the products may be classified in go three categories, 
viz,, convenience product, shopping products and speciality 
products, 

Convenience^ ^Qoods 

Those consumer products which are purchased 
frequently, inraediately and with least time and efforts 
are refered to as conveniiace goods. Ex'^riplos of such 
products are cigarettes, jce-creams, medicines, news paper, 
stationery items, shaving blades, toothpastes, food for 
brsalifast, etc. These products have low unit-value and 
are bought in small quantities. Some of the other 
important characteristics of such products are as follow 

i) B-irchas d at Conven.iont location; 

The buyers want to purchase such products with 
least efforts and tlrae. Thus convenience in purhease 
becomes the most important criteria for them in deciding 
the place from where to buy, For example, when you feel 
thirsty and want to buy a bottle of aoft drink, you would 
like to buy It from the nearest possible vendor rather 
than travelling 'a few miles for getting the same. 



Most of the convenlance products are essential 
for customsrs. Thus, thoy have a regular and continuous 
demand, 

iil) ^3311 unit of .Purchase and Price 

Thesr products hauo Icu' I’or unit price and are 

•V ' 

purchased in small units. F^r exariple, eggs are sold 
at Es, 10 per dozen the custoKk rs purchase them in 
small numbers one dozen at a time so as to meet 

their consumption requiremant for a day or two, 

) S-tandardi sed Products and Pi’inn 


uv; .fetanaa ralsed Products and Pr’ico 

Most of the convenience products areblanded and 
standax'ised products. As Uic customers use them regu¬ 
larly, they know about the qualicy, price etc, ^of the 
saiiis. They donot have therefore to make any comparisons 
enquiries about the price etc, of th*’ products, 
■^vorytimo thoj’’ make a piurchaso of the ?ame. 


>-3ti t • 


■■'jngst Producer; 


Generally there is an xntensc competition amongst 
the producers of tne convenience nroduc gs as the supply 
is greater than th'^ demand. ihe marketers have, therefore, 
to heavily advertise for many of those products. That 
is why, you nust have noted that tn^re are large number 
of advertisements for such products as soft drinks, 
deterpnts, tooth pastes, toilet soaps, v.-kG,pn TV, radio, 
newsjmptors, etc. 

rolQ of Sales p romotion and hirldloTnopt 
Because of keen competition among producers, 
there is an increasing role of sales promotion schemes 
such as aalJs centosts, discount offors, gift offers, etc, 
in the Barkatlng of sUch products. JtLso, the oooporatlon • 



-• 59 - 


Cb) 


of middlo raon pl£^- inporbar-t rolo in pnihing these 
products in the raark-^t, 

Shopuing Product 


j_n *-w.u-Lvj „ ^ o 1^* i ^ J_j.* ij*aO 

pure,base of which the "buyers fenotes considorablG timb 
to c ompare the quality, prico^ ut/do jsuitability, otc,, 
at several stores hefore finar lurchase. Important 
examples of shopping products ar.. cloths, shoes, [jewellery, 
furniture, radio, telavxslon, a.id other durable products, 
GharacteriSGi.es of Sh opp ' ng Pro dj Gt_ 

i) Durao'^ The shopping piioducts ar' rally of 

durahl? cj, u ’ = l.jui . all:' s -tvive many uses, 

G.g, utensils, ,]ue?.ljry .ihcns- "Ij, 

ii) High Uni t Cl ice i The unit prreo of such product is 

generally high I'd-" .ampDCja T,7, costs 

raoro than Es,10,00u-; a pair of shoes, b?t^,/'‘'''n Tc, 100 

to Is. 5^0? so c’"' '"o'.'U t‘ t''; profit margin 

of the seller ,s also v*-'~ v 

iii) Comparison in Selection: /'s tn-^so products are "bought 
for use over a longer period of tlru 2 and have high 
unit price, customers compioi'e th,. products of 
different companies bo^or.* macing s''l action. For 
exaitple, when we have to buy clothes or shoes or 
fumiture, generally try the products from 
different shores ana then decide to buy according ^ 
to our To.iuire’ionts e’"d payng capacity. 

iv) Ere - Planne d Fare lease s; Purchase's cf shopping products 
are generally pro planne a 1,e. thnro is lesser* degree 
of Ijnpulsc buying for those products. For sxamplQ, 

we don't buy a mfrlgeic/ c a TV ep even a pair 
of shoos then and there when we see some good product 



; 60 :- 


c. 


while wo are on a casaal shoiiplns t-rlp to a market, 
with ou.r friend. As these products cost lot of 
mohoy, ^enerajd.j' pcopj-LS to natu tne ir purchases 

of such prod'c ‘ 

v) ^nagrtant role of rotaiJ.ors; ifctailors generally 
play a very important role in the sale of shopping 
products as those products need a lot of nursuasivo 
effort on the part of the sellers. The salesmen 
have to axpalin th3 merits and demerits of the 
products and help the buyers in making comparlslons, 
and finally selecting the product. 

Cop.Vi ncjr g iplo.smanshi r: As the customers malce 
comparisons about the quality, price, otc.,of tho 
shopping products, there is a need for systematic 
I»J.rsuasive efforts on the pju’t of the salesperson, 
in order to soil these products. Thus tu^ salesman's 
ability to convinre th) customer ^Jay a very impor¬ 
tant rdlG in the sal'= of she ping products. 


derail tv Products 

Speciality goods are those consumer goods which 
have certain special features and because of which 
people make siy^cial efforts in th.ir purchase. These 
aro such products whicij have reached a hr,and loyalty of 
the highest order, with a significant n^nmber of buyers. 

As a result of that, th' buyers are wiling to spend a 
lot of time and efforts on the purchase of such products. 
Fbr example, if there is a rarcf collection of art work 
oi- of antiques, some people ma bd wining to sp^nd a lot 
of shopping effort and travel long distanco to buy such 
proii^ts. m oar cky to day life, wo see people going 


to a larfetcttXai* hair - 

or a tailor, n 


cutting snoon or restaurent, 

u» ttiils category of 





goods do not involve any shopping efforts oa the part of 

the buyers because they imow for sure, what they wcait. 

It only requires tlMO to reach cbe outlets that carry 

bhes- goods. Sine-' thes^ pro’acts > r/e d.v>]o-ear strong 

customer franchise, the demand for these goods is 

relatively inelastic i,e« even if tee price is Increased 

slightly, the demand will not be reduced. Some of the 

of the 

important chai-asteristicsZppeciality product may be listed 
as follows; 

i) Limited Demandi The demand for speciality products 

is limited and relatively small number of people buy 


these products. 

ii) PliQQ-l Speciality products are generally very 

costly and their unit price is very high. For 
example, some antique painting may be sold even for 
lakhs of ruiDaes. 

ill) Limite d Centres of S e?'’T?ig: The products are avai¬ 
lable for sall.e at a few nlar's only. In other words 
a selective distribution policy is adopted for the 
sale of these products as the number of customers 
is small and they are those who are willing to take 
extra efforts in the purchase of these products. 


) j^fos s and ag h rossive sale s promoti on: For the sale 
of speciality products, an agroesive/^romotlon is 
required in order to inform people about their 
availability andbther features, etc. 

Service Facilities: For many of the speciality 
products, after sales services are very important 
for their sale. 

Durabil ity of Products 

■Mother Important basis for olassifying the products 
into- different categartes is ■'the-^r durability. • 
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Thus what stratogios will adopted say in respect of 
pricing or dlstrlhutlon will do peril cn w lether the products 
are of durable nature or/they are of non durable- nature. 

Oi the basts of thoir aurability, the consumer products 
have, therefore, been classified into three categories - 
IXirablo, Non Durable and Services. 

(a) Non--Durabl e_^-Qdu.Giig. 

Those consumer products wh'icn are normally consumed 
to one or few uses, arc caJ-lcd nod-durable products. Such 
products ciTQ generally bought in small q.uan.'fcities but more 


frequently. For example we pirrchase products like tooth 
paste, detergents, bathing soap, perfumes, soft drinks, 
eatables, shaving cream, writting ink, etc, All these 
p.roducts are categorised as nen durable products. From 
the marketing point of view, those products generally 
command a small margin, snould bo :iade available in many 
locations, and ne^'-d to he lieavily advertised. 


(b) Durable Prsr>ducbs_ 

Those tangible consumer products which normally 
survive many uses are re feral to as durable products. 

Kius, thjse goods are generaldy used for a longer period 
e.". i^frtgerator, radio, T.V,, car, sjwing machine, 
fumituro, kitchen gadgets, etc, Suen goods command a 
hlghJr ^>e3r-unlt margin aid recj.rlro guarantees emd after 
salon services, on the part of the seller. Also, these 
goods require greater personal-selling efforts. 

Cc> .toY.la.9La-. 

Both durable and ncn-durable goods ware tangible in 
ttxs sense that ttey have a physical existence and we can 
see and touch tbom. Bit ssrvlces are intangible in form. 
By scirvicds w© rican those activities, benefits or satis¬ 
factions whlcii aro offerrd for sale, e.g,, drycleaning, 



~;63 


watch repairs, hair cutting, postal services, services 

offered by a doctor, architect, lawyer, etc. Some of 
ing 

the distinguish Zcharactaristics of services are as 
follow: 

(i) Intangibility - By their very nature, servicTs''"^' 
intangible i.e. we can't see feel or taste then. 

That means the buyer should have confidence in the 
person providing a service. The marketer of a ser¬ 
vice should, therefore, try to improve the confidence 
of the customers by building his image, 

(ii) Thsemrabili tv - A service is inseparable from its 
source , That means we cannot separata the service 
from the person providxng tho service. For example, 
if you go to a particular tailor's shop for getting 
your clothesostiched. If that tailor is not available 
in the shop ( he might have gone out of station for 
some days) your clothes will remain unstiched untill 

he comes back or you decide to go to some other tailor4 
In contrast to this, a physical product exists whether 
its source is present or not, 
iii) Ibrishabi li tv; - The services cannot be stored. They 
are highly peiishable. For example, if a barber 
docs not work for one week, tha services he would have 
provided during sucli period go waste, 

Variabi 1-i tv - Services are highly variable as their 
type and quality depends on the person who provides 
them. That is why there is a difference in the extent 
of satisfaction we get from the services provided by 
different people. 

These characteristics differentiate services from 
the products and reveal that different strategies are 
required for the marketing of services as comparad ^ 
to tha marketinii of products. 
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By Industrial goods mean tnoso naoducts and 
servicss which arc to "be usad By ats buyers inputs in 

iiT ' . i.i 1. u'.ltW.' w* wJJ. hJUi.wiJ Wv-Luio "G S 

ara raw matarlalSjonjinos, lubricants, machines, tools 
etc. In otliar words industrial ,roducts arj meant for 
non-porsonal and businsss use of producing other products. 
According to the American Marketing Association, industrial 
goods are "Goods which are dostlncd to bn sold primarily 
for use In producing other goods or rendering services as 
contrasted with poods destined to be sold rriraarlly to 
ultimate consumer^". 

Tl)e market for industrial v^oducts cinsists of manu¬ 
facturers, transport agencies, banks and insurance companies, 
mining coaipanies and public utilities. The important 
characteristics of industrial markets aro given below 
1) ■LiraiiLCd...i3u.vers 

As co: pared to t'-^' c .the number 

of customers of Industrial products is very limited. 

ibr example, raw cotton will be pure leased by few 

producers of cotton fabrics. Similarly sugarcane 

will be purchased by small nui'iber of s’lga^ mills. But 

the sugar or cotton, fabric vliich is a consumer product 

Is purchased by erores of people in our country, GViiranjan 
/Locomotive Factory has mainly 
/_Dne buyer - the Indian rallv/ays/or < mrchase of 

railways engines and coraches. 

Tim Industrial products ore durable and 

they ara to to yurahas'd oily wijcn they wear out 
of 



selling. The industrial products are durable are 
costly items, bought generally by a manufacturing 
concern. The salesperson should, therefore, be a 

highly hnowledg-j \iC -i^ao.Jdpercon sc bhat ho 

to 

is able /pursuade the buyer to buy his products. 

Sometimes the product has to be manufactured accerding 
to the specification of a buyer. The sales person 
should, in those cases, try to correctly understand 
the requirements of the buyer, 

iii) Geographically ..Concentrated: 

In contrast to the consumer markets, industrial 
markets are highly concentrated, geographically. It 
is because there is a concentration of units engaged 
in production of similar products in a particular 
aieas. It is because of location of industries at 
a particular point or region. For instance, the 
demand for poyierloom comes from Sholapur, 

Bangalore, .-^c. Th^ demand fo ’ 'draper' automatic 
loom is from Alimedabad, Sholapur and Madras, 

iv) Derived Demand; 

The demand for industria,! produc bs is derived 
from the demand of other jcroducts, generally the 
consumers products. For exaiiiple, the demand for 
for leather will be derived from demand for shoes 
and other leather products in the market. If there 
is an increase in the demand for radio-sets, the 
demand for fabricating material, spar^arts, operating 
supplies ,etc,, also increases, 

V) technical Con side rat ion 

Technical considerations assume greater sign!*- 
ficance in the purchase of Industrial products because 
these products are bougnt for use in business operation. 
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Industrial goods duyors, tharoforo, seek tho advice 
and gaidanco of experts Ilka anginoars, cost accouiitants, 
production mangars, etc. As a result of this, the 
rrritlation TH n’:':ta longer. The after sale 

sarvlaes also play an ieiportant role in the sale of 
thoso products^ 


vl) 



Some big companies from bnslc industries like oil, 
stool, rubber, chemicals and medlcinas resort to the 
practice of reciprocal buying. For exaieple, Ashok 
leyland buys tyros ana tubes from Coat. The ccat 
company in turn buys trucks from leyland, whenever 
It feels tho need for the same. 

^ leasing instead of buying 


A growing trend in industrial market is to lease 
out tbor than to purchase the products on outright 
b'^sis. This practice is being widely us^d in various 
Industries. For example, trails xjrt agencies do not 
purenas^ public carriers out use -Dhem on hire basis. 
^Ixer in censtruv-tion work s mother example of such 
purchase. The difi-erenc-- b tv^en hlr^ purchase and 
outright purchase in th^t in the former case, the 
ownership of the product is not transform'd to the 
purchisosj while it is trmsforsd in tlx) later case. 
Ibwover, it should be kept in mind that there are 
certain products which can be nut into the category 
of both-consumar products as >^ll as industrial 
products r,g. a typewriter, a person computer, a 
refrige rator,etc. 


Tiw difference In tho nature of consumer products 
and industrial i*rodJacts is important because of the fact 


tho buyers of the two sv us of 

and 

buyin:'; Jiietlves/baYO different 


j-roducts have different 
attitudes and use different 
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approaches in the purchase of the products e.g. an industrial 
buyer is expected to be more rational who will study the 
costs of different available brands, their technical speei- 
f: cat ■.on 3 5 the good will cf the suppliers etc. Whereas 
the buyer of a consui.iver product pay be more inpulslve and 
emotionalj who is susceptible tu advertisl.-ig and various 
salos promotion schai!?«^3, ** 

These differences in consumer and industrial products 
necessitate that raarketurs should make use of different 
nlarketing policies and strategies in the marketing of the 
two categories of products. 

4.4 Branding 

Che of the most important decisions that a marketer has 
to take in the area of 'product' is in respect of branding. 

Ife has to decide whether the firm's products will be marketed 
under a brand name or a generic name, As we know, generic 
name refers to the name of the whole class of the product. 

For example, a book, a lup-ist watch, ].>3n, tyi^, car, camera, 
toilet soap, etc. Vfe know that a camera is a lense 
surrounded by plastic, or steel from all sides and having 

'vrr Y> "i 

certain other featuros such as a flash gun and so on. 
Similarly book is a bunch of papers \/hich are in a bound 
form, on which some useful information about a subjecti is 
printed. Thus all products having these characceristics 
would be called by the generic name such as camera or book. 

If products are sold by generic nam:s, it would be very 
difficult for the marketers to dist'‘nguish tteir products 
from that of their competitors. Thus most marketex's give 
a name to their product which helps in identifying and 
distinguishing their products from the coapetitons products,^ 



Tills process of sivtns a narao or a sign or a symbol otc. 
to a product is called branding. Tba various tomiis rolating 
to branding am as follows; 

4.^,1 i . 

i) - Brand A brand is a , tom, sign, s mbol, design 

or gome combination of tbow, used to identify the 

products-goods or sorvic-^s of one seller or group of 

sellers and to differentiate thou from those of the 

competitors. For example, some of the common brands 

are Dolda, Lifebouy, Dunlpp, Ibt Shot, etc. Braced is 

has 

a comprehensive term whichcomponents - brand 
name and bre id mark. For example, the name Dalda 
has the symbol ' palm tree' on its pack 
il) Brand Name.; That part of a brand which can be spoken 
is called a brand name. In other words, brand name 
is tho verbal component of a brand. For example, 

Dalda, Llfobouy, B.'P 'bt S^-rt, tBIT, Cainpa Cola, 
Undo ch ps, etc. ^ b aid n^nos, 

lii) Brand Hark That part of a brand which can be 
recognised but whic'i is not uttorable is called 
brand mark. It appvc .rs in tn^ form of a syrabcl, 
design, distinct colour sche. e or lettering. For 
cxa*d<le,tho Uattu of Asslan paints or devil of Coida 
or pail, tree on Dalda picks, the plctur.. of a nan 
tailing bath seown on the pack of Llfehouy Soap or 
symbol of 'ibgakshama of LIC or Four fingers and 


a palm of Anacin are all brxnd marks. 


iv) 



A brand or pex’t of a braid that is 


giV'Sn legal protection is called tradi mark. The 
fmUQtim is glvan against its use by other firos. 
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Thus the firm whicu got its brand r^glstareci gats the 
exclusive right for its use. lii thrt cas^, no other 
firm can use sucij nane or in CuLUti’y. 

I’hough branding adds to eost e.g. gu guo cost 
of packaging, labeling,legal protection, proGJotion, etc , 
it provides several advaiitages to the sellers as v/ell as 
tl^ consumers. These are explained as below: 
lf.k.2 Advantages to the Marketers 

i) Branding helps a firm in distinguislpng its product 
from that of its competitors. This enables the firm to 
secure and control the market for its products. 

ii) A brand aids a firm in its advertising and display 
programmes. Witnout a brand name, tbs advertiser can only 
create awareness for the generic product and can never 

be sure of the sales of his product. 

iti) Branding enables a rm to cnc„'i;c a diffei’ent price 
for its products than iii. I:-, cors, xeie is possible 

because if customers li’:. -.i ..r' habit; al of 

it, they dunot mind paj'ing a little higirer for it. 
iv) If a new product is introduced under a knoi/n brand, 
it enjoys the reflected glory of the brand and is likely 
to get off to an excellent start. Thus, man;j companies 
with esbabllsiKd brand nan ;s decid.; to ’ntroduco new products 
in the same name. For example, Food ilitles Ltd had 

a successful brand Maggie (noddles), it extended this n ime 
to many of its now products introduced such as Tomatto 
Catch up, soups etc. Similarly Yideocen .-xtendod the 
brand name of its TY to washing machines and other durables; 

T Series t.v, and T Series washing powder; and so cn. 





.to Cuatomxa 

CD Branding tolps tho custonors in idontlfying the products. 
For omiple If a person is satisfied with a particular brand 
of a product, say ci'^'^rjito or toeth paste or detergent 
powder, ho need not make a close inspection every time he 
has to tuy that product. 'Ihus orandfag 'gheatly facillfate's 
rejxsat purchase of tlie products, 

(2) Branding ensures a ■'articular level of quality of the 
product. Thus, whenever there is any deviation in the 
quality, the customers can have a r.course to the manu¬ 
facturer, or the marketer. This builds th^ confidence of 
thw customers and hwlps in increasing his level of 
satisfactj on. 

(3) Some brands become status syjjbols because of their 
quality. The consumers of those brands of products feel 
proud of using those products. This again adds to the 
level of satisiactioi of G”.stomers. 

4,4,3 -Characteilstics of .a good brand..nai^ie 

Chous’ i3g the ri„uo uxana name Is not an easy decision. 

Vfliat makes this decision importa.it is the fact that 

once a brand name is chosen and tto product is launched 
in the market, changing th) brand name is very difficult. 

So, getting It right the first time is very essential. 

Following aru some of the considerations which should be 
kept 1n mind while choosing a bPrond name. 

i) The bratid name should be short, easy to pronouiice, spell, 
recognise and rci'TSsraber e.g. fbnds, VIP, Rin, Taj, Vim etc. 
it) A brand should suggest the pruduct's benefits and 

qualities. It should be appropriate to the product's 
functlcu, e.g, Raslka, Guntoel, Prcsfllse, My fair lady, 
Boost ;ulcklj , Bestavlsion etc. 
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iii) A brand name should bd distinctive 
e.g* Llril, Sprint, Safari, Zodiac etc, 

iv) Tha brand nano should be adaptable to packing or 

advertising 

iab^il-ing reni’-r.'.cuts, d^-Pforent L media 
and to different languages. 

v) The brand name should be suf^icidntly versatile to 

accommodatd new-products- which are added to the 
product line e.g, Magg-‘, . 

Vi) It should be capable of being registered and protected 
legally. 

Vii) Chosen name snould hav'- staying ^ower x.e. it should 
not get out of date. 


^*5 Kickaging 

In recant years, there have been a series of develop-* 
ments affecting the business world» One such development 
has been in the area of packaging. Jtmy products which we 
thought could never lend themselves to packaging because 
of tVi"^ nature, he -rn successfully packed in recent 
years, e.g. pulses, ghee, milk, salt, cold drinks,etc. 
Particularly jin the case of consumer goods, packaging 

• " -r * * 

plays a very important role in the marketing success or 
failure. In fact if one makes an analysis of the reasons 
for the success of soma of tho successful products in the 
recent past, he would note that packaging has played its 
due role, fbr example, it was one of the important factors 
in the success of products like liaggi's noodles, Ifticle 
chips or Crax wafers. 

Packaging refers to the act of designing and pro¬ 
ducing the contain or or wrapper of a prodnetf 

In fact, there can la threo different lavelsZpackagtng 



Tliasa aro as ’oolo^'j 


(a) The Prlnary lud:- rofors sc tli>i product's jnEuediate 
conua'rj'^-a ^ ^ px u..ary package is 

ko'nt tt-x.i B .--aJ/ tj '-Ji vrofiuct 

(c.". plastjc packet for soclis); wbaroas in other 
cases, it is kept throughout the enttra life of the 
product ^e.p. a toothpaste tube, 3 natch hex,etc.) 

(h) S'^condar' Ricka.^in: ^ rof. 1 "? bo additional layers 
of protections that aro kept till the produce is 
road^ f o" US', c.y. r tube cf shavinp creai'. usually 
coKcS Pi a cardboard hi'x. coxi&ujcrs start 

'irr';: ■ t o' - crea ' brc:y uill dispose off the 
box h’lfc •'■‘taiu tiK priJic-xy t-vbe, 

Tr ai sport at loa pachax^lri;. refers to further packasin^i 
eoT loncete ncLiSbary fur j+craye, ido: tification or 


.0 


transpoctaticn 


Ct J ,vO UO 

L.ita th ^ geod^ 

to ^ 

' ' ' ’I J 3^r; ^ P 

cui.ja-’’nn^ 10, 


ir 10 ' ui'!-^ ts. 

•v ince of fee ’ 

1,' 'i . 



Son? of the recent cu-ivslo'nrents in the area of 
'fode winch 

niarktjtmr; /'PiG..a';hi,y/,has acouir , great significance 
in th. Sale of good.; and s. Son'* of the reasons 

for the increr'.or, .port'^nc- of lackiglng are as follows; 

1) nisi.p, oidi^ds oL‘ ■ aJth ai’d Sanitation - Because 
<’f ihj Inci' ris'* 1 etan^^’ards of living in tlio country, 
nor’’ ai'-l vct>) people have start.■! purcliaslng paoked 

u-'- - -d(. j tor'tten etc, in such 

goods ar.! rale .j ;i ru :, 

ii} Sodf ojrviCw* outlets *- fh; oclf sciwico retail outlets 
? ’i buu': ing ver;/ po’uuar, •urtleularly in m^or 
cptlrK U'il iJo’aion of this, scrao of the 

. UK** « * '-*0- selling in 


* , 1 !^ 
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respect of proMotlon has guno to packaging, 
ill) Innovational Opportunity - Soaa of tho rocent develop¬ 
ments In tile ar:a j.. :l;a ln_, oomplotely changed 

the marketing see* i ’ ^ 

milk can now he stofed for k~^ days without refri¬ 
geration in tna recently developed packing materials. 
Similarly in the area of puarmaceuticals, soft drinks, 
etc., lot of new innovations hav: come in resi'Oct of 
of packaging. As o result the scope for the 

marketing of such products has increased, 
iv) Product Differentiation - Packag'ng Is one of the 

very important means cl* creo.ting product differentiation. 
The colour, size, material etc. of package makes i^al 
difference in the perception of the customers about 
the quality of tho product. For example, by looking 
at the package of a ciggaretto? one can ir.ake some guess 
about quality of the product contained in it. 
Functions of Ib.ckaging 

AS stated aoovcij paujs.u.g laio jt-'eriunis c. iiUi-iOvir or 
functions in the marketing of goods. Some of the 
important functions arc 0.3 follows: 

i) Product Identification - Rickaging greatly helps in 
identification of ttie products. For example, Colgate 
in red colour, or Pond's cream Jar can be easily 
identified by the package. 

ii) Product protection - One of the most important functions 
of packaging is to protect the contents from breakage, 
leakage, Pilferage, dam.-ige, climatic effect,etc. This 
kind of protection is requir.jd during storing, distri¬ 
bution, and transportation of thsa product, Tnckaged 
goods gonerallyare more cleaner aiid less susceptible 

to spilling and sre* 'Cr 



ili) J^cUitating use of the product « The size and 
shape of the package should he such that it should 
ha convenient to open, handle and use for the con- 
suwar, Cosmocios, wodiclnes and tubes of toothpastes 
etc. are good exaiaples of this, 
iv) Promotion - Packaging is also used for promotion 
purposes, A startling colour schema, photo^-raph or 
type face may he used to attract the attention of 
the people at the poinc of purchase. Sometimes it 
may work even better than advertising. In self-service 
stores, this role of packaging become all the more 
important. It has to perform the functigis of a 
salesman also, ' ’ 


^.6 l i f e. Pyge 

The concept of produce life c, cle attempts to recognise 
different stages iii .aos history of a product. It 
assumes that,like human beings, all products have a life 
cycle, Generally there are four distinct stages in the 
sale^ history of a product, which, as shown in Hgure 4.1, 
are; 

1, Introductory Stage, 

2, Growth Stage; 

3, l-iaturity Stage; and 

4, Itecline Snage 
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A product's sales potential and profitability changes 
over these stages. Thus different marketing strategies are 
needed for products in different stages of the life cycle. 

In the introductory stage, when the product is new 
many people don't know about its features, benefits, etc. 
Thus in order to jnforin and persuade the buyers, the firms 
have to spend more on promotion of -uhe product. During the 
period of slow sales growth, the cost of production is high 
because of lo\^er ^le of production. Thus the profits are 
nSi^Jfs^^hera is heavy expenditure on product introduction. 

3h the Growth period, the sales grow at a rapid pace 
because of acceptance of the product in the market. The 
cost of production per unit comes down because of higlner 
level of production. The jiromotion cost remains high . 
because of increased sales, the per unit pi emotion cost 
comes down. As a result, there is substantial improvement 

in the profits earned. 

When the product attains a higher level of market 

acceptance and its sales grow at a ^ 

in the maturity stage. The profit margini:daolino ^eause 

of higter competition in the market* 
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X'ied 


Q Lb. Jocllnu Lb- -fibu.;u losing 

,arb t ac'otnnoo. As a sa’’ r a nighor 

iowav/arU j^iovoriiont. I'ha j'^rofits sLr'^t; orocong, Ther-s 

is A S tj 'A.i . A . 

Dlfioront nar-'iting straU ar nat.!.-! for products 
in ciiffjrant sta,. of the lit. c^ci . As a rosult it is 
iui.oi'laiit for a riarbots'r co knou tec sto.^^ in v/hicb his 
product Is^ 

Sm:xi 

Iroduet r.ay be doscrlhacl anything of value to the 
oustorer -1 a r -iait'roub-, place, for 

v/ijeh is v/iLliiig to ]> ly p'‘lcv .i - .jhan y’’, Th^ro .aro 
M'a'.'ent\yp f- cL'ccffy’nr f'j proaucts. Broadly, products 
I'-p' Ki ' ■’ni.o tve cuL:goricF - indi-strial products 
rnu ucns'nvr product a -I'iruir^r 1':' - .,;av firtnor bo 
'ivtcldd into liuriblv’, a'^n-d’r''bl-' -d ^ ‘..jcs, Oi the 

basts of s.'<^prlng ci’fcrt -'nvenved yxo c nsairevs products 

shopping u’oducis .ncl tpcc'al’L’ •-''oluctr. It is inportant 
to un.'erotund tiij£k. clasoif-c iciR .o difl'^^nt strategics 
■iij noodod tv) Eiark t a' count t^i r of tg . or'"-duots, 

4 A, luportuiu d'u^siun i.'ut t , 'product' is 

vuwth. r tv. lU'c braiu u.aii-, -.o ' .'k ,t t.'i„ products undci’ a 
^On.-rlc daL;.. I" .r v vuricu a- o n^d;cc uf scil^iig the 
provlucts uncLr a brand .lajivj, ^upaut xAh cijraribing these, 
fijj c’- 1 .... . . , . . . I. . 1 '. .70 boon d-scribed. 

AiOiar'.Jtor bus ' i-' t t '* ’’ 'lut'-i’"' vt-c’.Fions .th 
i‘ 0 spj.;t ‘.0 i42,ck;dng of to-. prv.i.ci:'. filaghig refers to 
t. ;3 aft of deslnrUb^ and jcrcducuit t ic v^ci diners or wrapper 
of a product, a?a ibrua iuv"'js of ^~abngtpg-.prlsary 

4'* i\. n ,* ■'f ' ^ r"*- ' r 

_ *■ J 1 # 4 «-< t . . . 


v.agtns 
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Apart Trom descriPing the functions uf packaging the 
reasons for the increasing role of pack- 'ing have "been 
descrihed in this chapter. 

Lastly^there is a uisousson rogu-j. uLig Uie concept 
of product life cycle. The product life cycle is an 
atteinpt to recognise different stages in tins sales history 
of a product. The four distinct stages in tU3 sales history 
of a product, generally are introduction stage, growth 
stage, maturity stage and Decline stage. 


l+,8 Baview Questions, 


Q.i What do understand hy the term 'product'? 

Q, 2 What is the distinction between oinsumer products 

and Industrial products? Is this distinction 

Important from the point of view of making strategies 

these 

for the marketing of/products? 


Q.3 What is a shopping rt-ii 


-lOV 


u different 


from convenience product ? 


Q.4 What do you mean by services? What are the characteris¬ 
tics of services which distinguish then from a product. 


Q,^ What do you mean by the term 'Branding'? What are 
the advantages of selling the products unde.r a 
brand name? 


Q.6 Expalin the following terms: 

(i) Brand (ii) Brand name (lit) Tr.'^de mark 

Q,7 To what changes in the Indian aconemy would you 
describe the increasing ©r;^hasis 
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Q. 8, VSiat are th<3 twin purposes of packaging? In a 

dG-voloptng economy vaich aspect would you emphasise 
moro and why? 

0.9 What are the main functions^packaglng? Show how 

thesr f’jnctions are interrelated, 

Q.IO. "Wnat do you understand hy the ccncapt of product 
life cycleWliat are th^ distinct stages in the 
life cycle of a product? 

Q, 11. Give example of products which are in the 'maturity 
stage' and 'introduction stage'. Do wa need 
different strategies for maiifetlng of the products 
in different stages of ILO ? Expalin. 
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-u- c;:i^'cs, 

j\fter reading this chapter, you should Le able to: 

a) explain the meaning and r^le of pricing; 

b) identify the factors which are taken into consideration 
while fixing the price of a product or service?* 

c; describe how prices are fixed in practice; and 

d} list out various iorms of discounts and allowances used 
by firms to adjust their prices. 

5 * 1 Intr oduc tAPn, 

In the previous chapter you have studied, about tne first 
important element of marketing mix, viz,, Product. It may be noted 
that howsoever good the product of a organisation may be, it would 
not sell unless it is priced at a level which is affordable by 
its target customers. Thus, pricing occupies a very important role 
in marketing of produ'ts and services. Tie present chapter has been 
devoted to describe the meaning and role of pricing and also the 
methods used cn sctual practice fc'’ the fixation of price of a 
product. 


5 • . 

1 ► " i 

When you buy a product, you pay Lome money lor it. This money 
represents, in ^uantative terms, the value of the product to you, 
This is referred to as the T)rice of the jroduct. Similarly, you 
pay for any service you use, such as fare for the transport service 
, premium for an insurance policy, fee to a doctor for his 
medical advise, and so on. These are the prices of the services 
provided by the respective persons or orfc,ani£stlons. Tlius, price 
ma, be definedss the value of a product or service described 
in terms of money. 
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the 

The uruce^s involved in^fixation ol prices oi tiie products 
or services of a liria is referred to as pricing.Pricing occupies 

iiTi t.ii’i-* oj- o oiiiU k>ijir*vict^s cy h 

lira. T'he role ployed 'ey pricing is described as follows: 

a) No raarKeteer can launch a product without a price tag 
or atleast some guidelines for pricing. Also pricing 
affects many of the items of marketing strategy such as 
product positioning, segnientrtion, packaging, advertising, 
etc. 

the 

b) Price IS often used as a regulator of a product. 

In other Lne demand for most ol the products can 

be changed ’ey changing its price. Generclly, if the price 
of a product is increased, its demand reduces, and vis- 
a-versa. 

c) Pricing is ■ considered to be an effective competitive 

v/eapon. In tlie condi-t-' , " perfect j-ipetition, most of 

the firms co. pete wit‘- nth'r on th^' h-'sis of this 

isictor. 

d) Pricing is tlie single most important factor which affects 
the revenues and profits oi a firm. Thus, most marketing 
firms give a very nigh importance to fixation of the 
price for its products and services. 

the right 

Tlie vjuestion t.iut co.,es to the .dud is ’./hat vfould be £ 
price lor a product or service. In order to understand 
tint, it would be important to know tlie factors affecting 
price determination. 

i .PhPlors. AllextMig, 

Price determination is a very„co%:licated task. It is so - 
, because tliere ire nuubar of factors wtiich are taken into 
cchclderhtlo^ while fihiiif tb -e of a Some of the 

i 'crr-uit 1 'ctoru in thih re r'’ ,s * olXcve; 

1. Frcduct co«ts^ 
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2. Product utility (to the buyer) and the demand intensity; 

3. Degree of competition; 

A. Government policies; 

5. Company objectives;, and 

6. Marketing method used. 

first major factor affecting price oi a 
product or service is its cost. This includes the cost of producing, 
distributing and selling a product. The cost, generally set the 
rainiraum level or the floor price at which the product may be sold. 
Generally all marketing firms strive to cover all their costs, at 
least in the long run. In addition, they aim at earning a margin 
of profit (over the costs) . ipj^ere laay be cer'tain circumstances, 
for sometime (as in the case of introducing a new product or while 
entering a nev/ market) when the products may be sold at a price 
whicn does not cover all the costs. But, in tne long run, a firm 
can not survive unless atleast all its costs are covered. 

There are two types of 0 L.>‘w t o ^ d cos IS and variable costs. 

Fixed costs are these costs /li-’- ' ...'■•t , .n'. ufi-j tnc volume of 

production or sale. For example,’ whether you produce 1000 units or 

10 units in a week, you will have to incur certain expenses such 

as rent of tne building, salary of the selesforce, interest on the 

borrowed funds and so on. These costs are called fixed costs 

because in the short run, these do not change with a change in the 
firm’s 

level of Activities. 

yari.ab le Costs ; Those crosts which vary with the level of activity 
sre called variable costs. For example, the costs of raw material, 
labour, power, etc. are directly, relatedcwith the quantity of 
goods produced. These costs can be controlled say by changing the 
level of production. In producing 100 metres of cloth, yarn worth 
H.6.250.00 is used, the cost of yarn used for producing 2000 metres 
el cloth will be Rs.5000.00. Obviously, there will be no cost of 
yarn if there is no production of cioth. 
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Total Costs are the surn total oi the fixed and variable costs for 
the specific quantity produced. This can be shown with the help of 


iollowing fi^Lure. 


Total cost 


ry ' 


Rs.(in 
thousand) 


Ex. 



bit 5.1 Cost of Production 


The Utility, anji .IteK§nd • 

While the product costs set the lo.ver limits of the price, 

the utility provided by the product and the intensity of demand of 

* 

the buyer sets the ceiling price or the upper limit of price i^ich 

the buyer would be prepared to pay. In fact the price must reflect 

the interest of both the parties to the transaction - the buyer 

and the seller. The buyer would te ready to pay up to the point 

where the utility from the purchase of the product is atleast 
equal to the sacrifice made by him in terms of the price paid. 

The seller would,however, try to atleast cover the costs. 

According to the law of demand, consumers usually purchase 
more units at a low price than at a high price. The price elasti¬ 
city of deiaand is an index oi the sensitivity of buyers to price 
changes in terms of the quantities they will purchase. Price 
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elasticj-ty i- calculated ly f avriuiu^; the percentage change in the 
quantity deruancecl b> the ^e chance in the price charged: 


uuni.t^ty 1 - uuantity 2 


Price iSlasti 


Uo.n'itit” 1 '/Uantity 2 


_rr; . 
fr'c- 


, £_*i ce 2 
Price 2 


The demuji la eaio ic La el.ct-c it a relatively small change 

in price resil.c in larg«- c’a'l. as ii i !if ‘)L’-intit/ demanded. Here 
the 

numerically,/price eiattici' / i. ^re' tcu tarn um . In the case of 
elastic demanc, the total mere aus WxUen the price is 

reduced, and vice versa. Ihe 'Jemaii' m saio tf" te inelastic when 
the price changes have liitlu liivjct on the quantity demanded* 

Here the price elasticity le less h.a one. In the cost of inelas¬ 
tic demand, the total revenue increase uen the price la increased 
raised and ,oes down when tne ^rich '•■educe . 

If the demand of a produce is 'nil .tic, the firm is in a 
better ^0.5x10.0,. cu fix nxg.K-i ^..riceu. 


3 . ConvpetiWon 

The nature and tre 'egrec oJ . x.. the third important 

factor affecting tiie . * 'tween the lower limit 

(floor price) and tli.e upc* r iiri^t ^.CL’iiiif price) where the price 
tend to settle down? This U> aiicxtt- 1 ' tho degree oi comf«tltlon 
in the market, relating > □ '•"he ivo-uct. in the aoscnce of competi¬ 
tion the price will tend tp rj cn tic up_ or limit, i^iile under 
conditions of a free c cape citici , iht ycco will tend to be set 
at the lovrest level. 

Competitors' prices and t!'ir nrucipated reactions must be 
considered before fixing tu*. uric«f ui a proiiuct, Hot only th© 
price but the luallt, nd 1c the competitive products 
must be .i,,'”'*,:, .imu' t,jU ,rice. 

y 
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Sappo&c the. total coses o± a liie-saving drug raanutactured 




^ W* U - 


it 


’.00 


per CupKule auu the buyer is prepared tc pay any amount tor it, 

Oc ; Hs.2000/-. In the absence oi any competitor, the seller might 
be te.auUa to extort the maximum amount of R3.2000/- for the drvg . 
Will till company ba permitted to do so? Usually in'Sudih a case 
the governmert do not 3lloy tx*ie finii to charge such a high price 
+ 0 protext the interest of the customers. Thus, the Government may 
intervene and regulate the price of the drug. This can be done by 
the U- vernm'-n+ _ - - ■ . _ T ^ dru^ as essent 1 commodity and 

rcgL’]~tiig the price. Adverse public opinion and alert citizens 
rroup ,-fl,.o may et a legislation enacted by Parliament in order 
auc-. ’vViti: such a situation. Apart from that, various consumer 
oi\ serve ao a -watch dog to force the unscrupulous 

sellt.ro t‘> i'v..irain from charp.-ng excessive rrice. 

togia] ivt meevures nave been pro'^ided in India and else- 
.-li- i'c i.a cui'u uonotjoli&xic anc uniuir practices m the field of 
i^’lce fixing, 

5 • 2unip,ony, p bja c tly^s 

Pricing Qujectivts is another important factor affecting the 
Ml 'i price of a product or u service. Generally the object- 
\f. 1. ...t It'd to be t'j (.wiximlse the profits < Put there is a 

in raxinising pra_t in the .short run and in the long 
'uw. It ibo firm oocices to iwxinise pro.tit in the short run, 

It -.‘uild teua '..'1 . .inU’’ pric.. for its products. But if it 
1 ’0 n x.i.lse .Hs total profit (and not per unit profit ) in the 

viHi ^ j. ' wc!aj.cl opt for 3 lovrer per unit price so that it can 
- a larger share of j*iarket anc greater profit through 

- . . , * lU.' .part .lom ^ro. It iTiXimiaation in the short 


ru 




¥ I 


U .- 5 * 


fc 


, .'J aurviYG in UiO' ir face of iitensa * cosipeUtioii, 
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changing consuruer wants etc., 

c) to attain product qualxt^ l6iderouij.. m this case, nor¬ 
mally higher prices ir. c. ,.vsc. ij cjV'--r lu^'litv and 

h^gh cost oi R cx D. 

Thus the firice fixation would depend upon what objective 
does the firm want to achieve, 

6• Harketi nfi Me thods Used 

Price fixation process is also affected by other elements of 
marketing such as distribution system, quality of salesmen 
employed, quality and amount of advertising, sales promotion/ 
efforts the type of packaging, product differentiation, credit 
facility and customer service proviaed. for example, if a company 
provides free home delivery, it has some degree of flexibility in 
fixing prices. Similarly, uniqueness of any of the elements 
mentioned above gives the company a competitive freedom in fixing 
price of its products. 

5.^ Methods of Fri Determinatio n 

Ae discusisd in the pre;i^u~ o-Ci.i<^ao tm’t.^ wa^Ox' factors 
affecting the price of a product are its cost, demand and degree 
of competition in the market. Based on the relative emphasis given 
to these factors the three major methods of fixing the price of a 
product can be as follows: 

1. Price based on the total product costs plus some margin 
of profit. This is referred to as the cost oriented 
pricing. 

2. Price based on the value of the product to the buyer ard 
his demand intensity. This method of fixing the price is 
referred to as demand oriented price. 

3. Price based on competitors' prices prevailing in the 
market, This method is referred to as competition - - 
oriented pricing. 
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5-^*'^ Cost- Based Pricing 

Cost bdScd pricing is the most commonly used metnod of pricing. 

and 

This nethod is used, partic’i r.ly h’" small traders ^manufacturers 
of special products which are made to customer specification. The 
service companies and contractors perfomang non routine jobs 
(which arc difficult to cost) also prefer to use this method as it 
is the simplest method of pricing. 

One of the most important metnod which takes cost as the 
basis is the 'Cost-Plus' method of pricing. Under this method, the 
price of a product is arrived at by adding the total cost of the 
product and the desired margin of product. The total cost of a 
product includes the manufacturing cost, distribution cost and 
selling cost. The following example would illustrate the method of 
cost-plus pricing. Let as Say the different costs per unit of a 
product are as follows: 

Minufacturing cost : Rs.20.00 

Distribution cost ; Hs. 3.00 

i C:. . i.o. 2.00 

Total product cost : Ks,25.00 

Let us say the desired level of profit is 20 percent of the product 
cost, (Rs. 5/~ per unit in this case), the price of the product 
WL.l be cost (hs.25/-) + Margin of Profit (Rs. 5/-) = Rs.30/-. 

Thus, the prjco of a product, under this method would be equal to 
iu the desired margin of profit,which varies from 

prc'luct to product or firra to firm. This method is iiost commonly 
used because of tne following reasons: 

This method enables a firm to cover its costs 
anc to e-irn a f^iir margin of profit, At the satae time the seller 
doco not take advantage ^ demand is high. Thus, this method is 

quit® Justifiable on grounds of fairness to both the sellers and 

the buyers. 
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ii. method is easy to understand and implement as 

there is generally less uncertain!ty about costs than about the 
demand. 

however, in this method the marketing iirm ignores the demand 
side of the product. The fact whether the demand for the product 
IS intense or low is not taken into consideration while 
fixing the prices. 

This method also ignores competitor's prices while fixing the 

price. Also if the firm incurs higher costs in the manufacturing 
a or 

of^product^ its distribution or promotion ^either due to ineffici¬ 
ent purchase or operations or due to the price changes of material 
or other reasons« the buyer will have to pay more because the , 
price IS based on cost, The competitors in such a situation will 
then have relative advantage as compared with the firm, with the 
result that the firm will not be able to attract enough customers. 
Similarly tnis method will not tnabie the firm to earn extra 
profit by fixing a price that market will stand if its costs are 
low due to effijiency in purcudst, production, distribution or 
selling. 

5.4.2 Demand - Oriented Pricing 

In stead of fixing the price on the basis of costs, another 
alternative is to charge price on the basis of intensity of den^nd 
for the products. In other words,ir'respective of the unit cost or 
what the competitors are charging, higher price is charged for a 
product when its demand is more and lower price as charged when the 
demand is less. The different methods o~ pricing under this 
approach are; (1} differential pricing, and (2) perceived value 
pricing. 
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5.A.2.1 DiiJerenXiAl Of’ Sei^wc-ntation Pricing 

Generally, dilltront ^uytr- dillerent wants 

and desires, fs a result, t’ ' n'■ '-i^v u dc . . for the product 
woula .ilso be different. In such situation, the stllers would be 
tempted to ch 3 r(;,e liifAcr price from those having less elastic 
demand and lov/er price frou those having .aore elastic demand, even 
when the rests do not change, \vhat tncy actually do in these circun- 
stances IS to segment the market on certain basis and charge 
diXiorant prices froi-. each segii'tnt, depending upon the elasticity 
of its Jounnd. The four most common basis of market segmentation 
are as follov/s. 

f) Under tiiio methodjdifxerent pr’icLS are fixed for 

diLiarcnt pt-’Tsons or groups of persons fur the samo product or 
service. This may be oossicle due to the difference in their capa¬ 
city Li ■’mig.'ii ling, or the ievel of knowledge about the product, 

Its featur'oo, tivail,ability, or intensity of dfiiand. 

ii. Plac5_ (LOv,. tion of custpperj_. ii the prices ^re different for 

case of location lor place) dixferential. For exa.iple, in a cinema 
hell tickets tor different cla'-'ses of cents are priced at different 
r ites. 


iii) Ti. A Un terms of tiro-, the ucm nd ior a product 

frequc.ntiy 'c ricn by naason, day, or even by the iiour of the day. 
The prices miy be fixed to taxe advcnti qc of tlie demanc. intensity 
at a particular season r time. For example, rates for telephone 
calls fixed ly U l. I i ru.yr iclcJiiunc migam ere different for 
the peak time and otf-penk time of the day. Similarly, hotels are 
charging dii/orent rates for the same acconiraod^ition during peak 
tourlct season ana oil season. 
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iv# ProdjicDilferential pricing is product'-iomi based 
when a seller chargee substanti'‘lj,p different prices from the 
buyers of slightly di.ferent prc’uctCj t’:-! t:'difference in 
prices is more than proportionate to the cost of the different 
product forms or versions. The hard-bound original American edition 
of fhilip K-Otler's book on 'Principles of Marketing' is priced at 
Rs.575/“ii v^hereas the Eastern Economy Edition of the same book is 
priced at Rs.75/- only, the contents of the two editions being 
exactly the same. The only difference is in the quality of the 
paper used and the use of colour pictorials and diagrams in the 
hard-bound edition. 

The method ox price uiscrimination ensures Daxiraization of 

charged the highest 

profits for tne seller as every person is/_that can be extracted 
from him. But the buyers may oboect to it on the basis of morality 
or^ in certain cases, on the basis of legality. The conditions 
which are necessary for discriminating prices are as below: 

1. The ii'iarxet j^iust be segmentaole on the basis of elasticity 
of dc.i id 

2. Members from segments where products are sold at lower 
price should not be able to turn round and resell in other 
segments. 

3. Competitors should not be in a position to undersell in 
segineni being charged higher price. 

4. TLie practice should not breed customer resentment and 
ill will. 

^• 2• 2 Percei ved-ValuePri 

Different buyers may have different perception of the ease 
product on the basis of its value to them, A cup of tea is priced 
differently by hotels and restaurants of different categories, 
because the buyer 'jill assign different values to the saw thing* 
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The flr.'t uoing, the perceived-v^lue Kfethod of pricing has to 
asctrtun tir' value of t.ie produc ' in r^'inds of aifferent 
buy-r*’ ' nercej’’ ' nf it«: quality, 

features and w^ttri^utes ijke colour size, speed, durability, 
softness, etc. 

5.^.5 Co_* ipe tition“prie_ntfcd_ Fr_i cing 

Under this uetliou price of a uroduct or service is fixed on 
the basis of wh't the conpetitors ^re charging rather than an 
the deR'iui'L! or cost oi toe pr.'duct the perception of the buyers. 
It does not i:iint'’iri . rigid relation beeveen the price of a 
firm’s products inu its ov'-n cost or dr,iinnd but placet greater 
eiipxiasis cn co-iipatitor's price. 

In ouch a case, the firm does not maintain elaborate records 
of various product costs, hor does it try to ascertain the 
differing irte.iLity of demand or the perooptior. of the value of 
the product The firm the pi^ice of its products on the 

going-rate pneoa of tic i.iirket, Th- ,vxc>z ic not necessarily the 
same Uiat cnru'god by oijiox com,elitors or by the industry leaderj 
it can 03 iowor, nigner or at tiie sa le level. »,T;jsnever the industry 
leader or tne tru.ue isoociation :nr.-’ease': or decreases the price, 
tne firm follows them. The irictic of fixing the poing-rate 
price IS quiti.. popui .r a. ong traders, especially among the 
ret^-'lei"'’ iv thoci Is popul ir because it is feel that going 

rate represents the collective, wisboju oi the industry and would 
yield u ,tr x’&ijrn to the tr:dor. /nother reason is that at times 
it i ^ diAih.ult to kiiO’/ now customtrs would react to the price 
differentials 

Ciapetitaon-oriented price xc also used when firms quote 

an 

prices tender notice or in/auction. The firms quoting the 

price or bidding tt tae uction trj^ tc ^uess the competitors' 
price itt’tfoits or go py the bids offered by others. 
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5.5 Disci)unt^.and 

firms normally prepare the list prices to be quoted to the 
buyers and lor display on t]io product labels. However, the market 
price, or the price actually charged irom the consumer or the 
middleman, may not be the same as the list price. The list prices 

are adjusted through various discounts and rebates. 

• • 

Discounts, sometimes called rebates, commissions, or allow¬ 
ances, are of various types. The major types are: quantity, trade, 
cash,seasonal and promotional discounts. These are discussed as 
below; 

5.5.1 Quanti ty Discount s 

Quantity discount is a deduction from the list price which 
is offered for purchasing large quantity of the product. The 
seller allows a discount because sale in large quantity reduces 
the total selling cost of the firm as part of the burden of storing, 
transportation and finance is shifted to the buyer. Examples of 
quantity discount are: rice being sold at Rs.8,00 per kilogram 
and Rs,750 per quintal; and price of pencil at Rs.l/- each, Rs,1l/- 
for a dozen of pencils and Rs.125/- po^ gross (12 dozen). 

5*5.2 Trade discount 

Trade discount is a deduction offered to buyer for performing 
any function or service for the seller - such as for acting as a 
wholesaler or retailer. Since the functions and services provided 
by these intermediaries are different, the rate of discount offered 
to them will also be different. For example, wholesalers of 
detergent powder may be given discount at the rate of 5 percent 
of Sales while the retailers may be given such discount to the 
extent of 10 percent of the sales. 
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5*5a 3 Cash Litcount 

a -IM ■» 4«<a 

Cash discount is dpju<-}-, 


I ' i. 


buyer for making 


prompt priyn'unt of tht bill. T’‘ j' it i:. CwO, utt.d cr the net 
amount p ynble -iter deducting the trade and the quantity discounts 
from tie list price. Suppose the bills in respect of sale of a 
product sJiov/s (after deduction of trade and the quantity discounts) 
thn+ Rs.ASC/-' are payable to the seller, let'“us say the terms of 
payment offered are ”2/1 A, n/30”. The buyer, in this case, can 
deduct 2 p^Tcent of the cu.ount due i:-is,9) if the bills is paid 
'.ithin U c aye alter the date of the bill. Otherv/ise, the whole 
am,ou.it due i,i*-- ’^■urt Mici within 30 'ays. Thus, cash 

discount inf'ludcc tui’iiie elementsi (l j the percentage discount 
itncTi, (2) the tine p‘'-’riod during which the discount may be 
'IviiIlc of un^ (3) che time when the bill becomes overdue. 

■' ' .f'. '..1 hi count 

ivji/ firm'' .'iier seasonal discount to tli^ir buyers on the sales 
made during l'u- cif-season period. This is offered to encourage 

■t" y T n •? T ' 

-“-i-m ^ a_ J.J,, ji' no oulto. For 

e^.mmiple, a rGCuc..j,on of Rs,25/“ may be allowed by a manufacturer 
of '^j.ectrii., fins dui’ing the winter season, when there is very low 
denirnd cf toim. The se-sonal discount helps the seller m reducing 
his irvent ' cost and reducing tiie fluctuation in the sale of the 

prcni,» i. furj q ^ i sc icon, 
j,5.5 rrpnnt'ur'l Discounts 


/ f o.'jc I'ioimii Ji^jCOunt is oi deduction allo\/ed by a manufactu“ 
^er tj a wn'd-mmt . . • L.jiit-i fu* p-i forming the functions of 

promoting t n:od>rt, such as idvcrtising the product in local 

iiem etr .^arranging display of the product and participating 

ii' 1C J CAiiil iti ora, 
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5.6 Summary 

Price of a product or service refers to its value, described 
in terms of money. In other ^rords, price means the monetary value 
of a product or service. There are various factors determining the 
price of a pr^tf^ii^!!M^^lrcludes its^'cos*?'"utilityJ degree of 
competition, government and legal regulation, pricing objectives 
and the marketing methods used by the firm. 

In practice, there are three different approaches to pricing. 
These are a) the tcost oriented approach; Cb)‘the buyer oriented 
approach and; (c) the competition oriented approach. 

In order to account for the various customers differences 
and changing situations the list price of a firm is adjusted through 
various discounts and rebates. The major types of discounts 
offered include - quantity discount, trade discount, cash discount, 
seasonal discount and promotional discount. 

5*7 Review Q uestions 

1. Explain the role ^ of price as an element of 

marketing mix, 

2. Explain the'*r''o55e^'?^’*6osts in determining the price of a product. 

3. State the law of demand. Is it ustful in fixing the price of 


a product? 

A. Illucidiate the merits and demerits of cost-oriented pricing. 

5. List the factof’s which affect the final price of a product. 

6. List three items of cost which can be classified as fixed costs, 

7. List three items of cost which can be classified as variable 


cost. 

8* State \diether following statements are true or false 

i) In case of elastic demand the firm is in a better position 
to increase its price and profit, 
ti) Generally the government intervenes in the case of price 
fixation of essential ooraraodities. 
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iii) Costs of manufacturing and marketing of a product provides 
the floor price. 

9. Eiotintuioh 

i. Quantity discount and trade discount 

ii. Fixed cost and variable cost, 

1 0. The price of the education i.^parted to you is referred to as 
tuition fee. Name the price of the following services. 

i. Insurance 

ii, Civic aiBenties provided by the Municipal Board 
iii, Transport service 

iv. Housing 

V. Physicians consultation 

vi, Money lent by a bank 

vii. Services provided by a worker 

viii. Services provided by an executive 

11. Collect a carton of toothparU or a bottle riiedicine, 

You will find that if contains the info' ation v/r.itten on the 
cable "Ketail price not to txceao Rs, local taxes extra”, 

Vhat does it mean? tet are the laplicitions of this mforraation? 
Consult your teacher in this regard. 
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Chapt er 6 DISTRIjr.L/'i lui'i 


Le^cPrnjyog. Obje ctive 

Altf-r this ^ _ . . 

• — “ -J' 

i) explain the importance oi. middlemen and their functions, 
li) describe important functions periormeo oy channels of 
distribution; 

111) explain why channels used ior coiisumer goods differ from 
those used for industrial goods; and 

iv)discuss meaning of physical distribution and its impor¬ 
tant components. 

6.1 Int roduction 

In the previous chapter, you have studied about hov/ price 
of a product or service is fixed and yiiat factors determine the 
price fixation of a firms product. Once goods are manufactured, 
packaged, branded, priced and promoted they must be made available 
to customers for purchase and cO''>snnption. Th* / must be available 
at the right place, in right^quantity an' at the right time. Often 
goods fail in the market place because the manufacturer fails to 
maintain their proper physical flow to the marker due to faulty 
middlemen network, lack of coordination between channel members, 
etc. At times goods reach at the retailer's shelf in spoiled, 
pilfered or damaged conditions basically due to improper handling, 
warehousing and inventory management. High cost of transportation 
also renders the goods dealer. In the above circumstances the 
manufacturer will not be able to service the customers effectively. 
Thus even when the firm has a good product which is reasonably 
priced, it would not be able to maximise setislaction of its 
customers as well as its sales unless it has an efficient system 
for the distribution of its products. Thus, distribution plays a 
very important role in the marketing of a produce or service. The 
present chapter, therefore, tak-.. '* various important 

aspects of diatrlhutlc*a of 't .. -'<■ + and 

role ,of, cltennels ctf 'distribution and discusses the fwaniag and" 
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ic^ortant compoiients ui physical aistributiori. 

6.2 (lonc^ept, o l C hanne pl^ l4is tj'ihuii.on 

i*Oou u.Luiulacturers au aui i^uoas directly to consumers 
because consumers are scdtterca over a v/lde geographical area. 

They can not be contacted effeciuntly und eftectively by them. 

They have, tUerufore, to t'^Ue help of a nunoer of functionaries 
for moving their goods to the customers. For example, a manufact¬ 
urers of Biscuits in Dtilhi would find it very difficult to directly 
appro.ich customers say in Bombay, Calcutta, Madras and other far 
off places. Therefore, he v/ould supply a large quantity of his 
product to a big iicrehant in Bombay. This big merchant would then 
3upj.jly oiscuits to relatively small sellers in various towns of 
Boiaboy. These sellers would in turn resell the goods to customers 
(see figure-5,1'),i!i this manner goods are distributed from the place 
of production to the place of consumption. These people, institu¬ 
tions, raerch'jjits, functiouarje. to. ’nuld tu .c part in distri¬ 
bution function are c.iled 'Ci ^ ' -f .istribution'. 

Fig.6.1 Channels of Distribution used for 
a Consumer Product 
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Marketing channels are middlemanj agents, uierchai. s, organi¬ 
sations, dealers, etcperforming various rctivit-oes t) ensure 
smooth and easy flow uf sood= fr>n oroducers to consumers, Ihus 
consumer channels of distri-’bution art deiined as "the set of firms 
and individuals that take title, or assist in transferring title, 
to the particular good or service as it roves from the producer to 
the consumer". In other words, channel re:ers to 'a team of 
merchants and agent, business institutions that combine physical 
movement and title movement of products to reach specific markets*. 

6 • 3 Importance of .Mid dlem en 

Mostly goods and services are distributed through a net work 
of marketing channels. Manufacturers of consumer goods usually do 
not sell their goods and services directly without any assistance 
from channels. We buy merchandise ol our need such as salt, bulb, 
tea, sugar, soap, ink, paper, books, flour, etc. from i^etail sellers 
who function as final point in the distribution net \>?ork. In the 
previous section we have learnt that most products are distributed 

through a i.et of mar’ ^ . _ 1 -. Th_ 4 ,’uestion, then , is 

why is the use of channels of distribution or marketing middlemen so 
common? Why distribution through middleman is preferred to direct 
distribution? The answer to these questiojis lies in the importance 
of channels, which can be se5n from the following discussion .« 
i) Economy oi Effort : The channels b-ring economy of effort. This 
can be better understood with the help of an example, Let us say 
you have to buy four things, viz. sugar, ^ulb, 4 offee and ink. 

Most probably you would walk into a General Merchant's shop and 
buy all the articles from one place. Imagine what would happen if 


there are no middleman like retailers. In that case you would have 
to buy directly from the manufacturers of these products. Thus, 

s 

there would be'four conf’cts, each '*'ith the producer of sugar,,, bulb 
coffee apd ink. Compared to this there was only one contact when 
all the things were bo* -'ht iroin the r tailer, kow let us 




In all sixteen contacts would have to oe wade in case wanufacturers 
directly narket their products to consumers. This would require 
I uc’: nore cor1; on transport./oulu cc^usc 
grfeviter inconvenience as compared to tht; situation wnen one middle 
man is^aed. Tnis situation is illustrit^d in the lollo\an£ figure; 
Figure,6.2 fdsonomy of Efforts with the Use of Channel 
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il) I ^Ar kbt Co verture 

The spread of consumers over a 1 .rge geogrujjhic • re-i wakes It 
nece&sjry for the ^lanui.'.cturer to use wicidleiiieu, Consuiiitrs are 
usually not coucentratea in an area, locality or a city.-whenever a 
i.innuf acturer wanti to cover a -vast warktit and achieve a nigh-scal*^ 
distribution, use of channels becomes esscntidl. 
lii} i- )|f iclency Ih. Distridp.tAoijw. 

Distribution ia i complsx task. It consists of spe*ialised 
activities such abs®lllhgf transportation, storage, negotiation, 
etc. A firm engaged to th« »nuiacturtog work axiU also doing direct 
distribution work can nut perXorK the distribution work as efficient;!:/ 
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and ©conomically as tiie lirm sngagao only m tne distribution 
worK, 

'T**'-* *- ^ 

iv. Di iiiGul tv in ]Ji| ,tribution 

%; ' 

Some consumer products need intensive distribution network to 
reach the final buyer. For example, the success oi products like 
cigarette, soft drinks, newspapers and chocolates depends on how 

j ()>*»< 

widely and easily they afe made available to the consumer. The 
manufacturers of such products cannot create sucn a vast distri¬ 
bution network of their own. Tnus they have to rely on middleneri, 
in order to move their products to the final buyers. 

V* harket Info rmation 1 

Manufacturers are usually located avjay from the customers. 
Therefore, taking stock of various customer and market develop- 
uents becomes very difficult. Since the middlemen work in close 
contact with the market, they have easy access to this information. 
They are perhaps the most authentic and reliable source of li^irket 
information. Moreover, the cost oi coucCLing each information 
through m]dd‘’cmar is gencT^’]!' . > 

C ustomer co nyenien c.g. 

The middlemen enhance customer satisfaction am- convenience 

p * 

as buying various items fhom a single store is e^tsier and convenient 
as compared to buying the came from u nurber oi plucss, 

Types of Middl eman 

A middleman or cfidnnel member, as he is often referred to, 

IS an independent business functionary v/ho finks tne manufacturer 
with the consumer. There are two types of middleiman • (a) 

Merchant middleman, and (b) Agent middleman 



- 100 - 


^ ^ • 'I Herc hMidd lotiian 

i'ierch'-int niddleciin are thct-e inter.iiejiaries who actually take 
title 'j!' _ c-.eeion ...'v- -i'-. ai ..^.;ux turer 

to tae conau...er. In other v.'ordSj ^.ercii.nt niddlenan become oi/ners 
in tiicir own rlaht jnd perlori.i all neccasar/ functions as 
i-rincipalc in the procasa of diutributjon oX ^oods and services. 

The two Liajor types ol merchant uidoleuin are: (i) wholesaler 
ana (iij Retailer, 
i J • 

The wholesaler is a marketing middleman acting between the 
manufacturer and the ret iiler. Ti at is, tns inarket for wholesaler 
lb not consumers out retailers. One important chariXteristic of 
thit. tyi^e of middleman lu that they de-'l in large quantities. They 
buy huge qu iitlties of goods fr^-mi manufacturers with a view to 
distribute them to retailers who, an turn, sells them to customers, 
hor example, a wholesaler of rJ-' nay buv tinncs or truck loads 
of nee and sell to ’’etailers in ouinto' - who. in turn, sell it 
to cuisujfiers in kilograms or so. 

ii) 

A retailer is a distribution intermediary who links whole¬ 
saler and consumer. He is the last unit in th- channel net work. 

In centrist to a wholosalcr, tb- reUilar does not deal in bulk 
quantitie.I. Usuiliy wholesaler fieiJs in large qu'ntitiec of a 
IfsSi types of goods whb’re.iS retailer deal, la si’ull quintities of 
a Winy ty;jes of goods. The following are i.ajor types of retailers: 

i) ‘5'tpre^: These ore found near the residential colonies. 
They stock a'variety of goods needed by consumers for their 
everyday use, 

ii) These types of retailers deal in 
only one type of prodwts, Thege include cheilstft, footwear 
stores, bakery j-roduc'. 


7 ...hops. 



- 101 


iii) . Those stores specloli''e in sctisfying a 
need oi a particulah type of customer, for example, v'omen*s 
boutiques, children wear suop a^ttle Kingdom) ,etc. 

iv) Excl usive Dealers» They deal exclusively j.n the products of only 
one manufacturer. For example, Vimal's exclusive store or 
Philip's show room. 

v) Departm ent St orea They seek to satisfy every customer need 
under one roof. These are usually very large store and stock 
items of wide variety. Such stores are not very common in India. 

A Department Store consists of several departments selling 
different categories of product, 

6.A.2 Agent Middle man 

Agent middleman do not assume title to, or acquire ownership 
in, the process of distribution of goods. They actively assist 
in the transfer of title. The agent middleman simply lunctions 
as an agent of the manufacturer and bring about contr'’cts between 
him and the customer. At times such middleman fixes irice, deter¬ 
mine terms and conditions of sale, arrange for dtliveiy, etc. 
yet they do not become a part of the dealings with buyer. Since 
they do not act in their own right they assuiue no risk in the 
course of dealings. 

Following are the main types of agent middlemen: 

(i) Brokers : 

Brokers do not buy or sell goods themselves. They simply act 
as contact persons who bring together buyers and sellers* Brokers 
are usually appointed by the sellers who search prospective 
buyers of the goods. They enter into deals with buyers on behalf 
of seller in the manner stipulated. As soon as the deal is 
clinched and a 'buyer seller relati|>ship* is establUhed betwen 
"the manufacturer and buyer,they disappear fro^ the sec le. Brokers 
personally do not assume any risk. For their services, coi.aiiission 
is paid to them. 



ii) CosMss 10 |l,. 4&^^ i 

They perform almost same role as tnat of broker'-. That is, 
tki-’y i; . aud sell j.n tneir account. Compassion agents 

in addition to settling contracts between the sailer and the 
buyer arrange for the supplies ol f lods and underwrite the sale. 
Therefore they Liaintain stocks of goods in their warehouses. Some¬ 
times commission agents ire authorised to sell on credit at their 
own risk. That is they undertake to bear the loss of bad debts 
arising lue to credit sales. Such commission agents are called del 
credere agents. Del credre agents are paid extra commission for 
collecting dues from credit purchases and assumption of risk, 

iii) Sellin g^ Age nts: Selling agents are given exclusive rights 
to deal or sell manufacturer's goods in a particular area. That 

Is, a territorial restriction is imposed on their are i, of operation. 
They work solely in designated territory so far as manufacturers 
products nrti concerned. 

6.5 Funct.-.;ns o l Char .els 

Channels of distribution sinoothen the flow of goods by 
creating possassioj., place and time utilities. They facilitate 
movement of gjods by overcoming various time, place and possession 
barriers/gaps that exist between the manufacturer and consumers. 
Middleman perform the fellov/ing important functions: 
i) procure supplies of goods fr-oni variety 

of sources. Anr' goods received from different places are often 
not the. same ui 'luaiity, n-ature, size, etc. For example a whole¬ 
sale of nut may procure a larger quantity from cliferent nut 
producing area§, which would contain nut of varied quality and 
sizes. The first function that niidc|leman performs is ho divides 
this total supply into separate stocks tmt are relatively 
homogenous. That the wholesaler iaay break the who! quantity 
of nut into vrtrirus gradc.c like «uid c dcpcndln, up ,n size 
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• This Tunction irivolvBs ciccuui'lsiiion oi^ ^oods 
into a larger homogenous r + o> . . 

ill) AllocatAOJl* Allocation ■ • ' . ■ -- - -.mo pfoQjr 

into smaller marketable lot‘For exaLple, onct"*^rare graded and 
larger quantities are built, tnen !:hay ure uiviuc-d into convenient 
packs sf say 1 kg, 500 gms and 250 gris, to sell them to different 
types of buyers. 

iv) Assorting ; Middleman build assortment of products for resale. 
There is usually a difference between oi’oduct lines manufacturers 

nuke and the assortment or combinations desired 'by the user. For 

example a badminton player may need a re-'.- .shuttle cock, ' 
and 

net, a T-shirt,^a pair of shoes. Perhaps no one manufacturer 
produces these products in desired conu: i^itiOii. middleman procures 
a variety of goods from a number of sources aud deliver them in 
combinations desired by customers. Thit is they edpust differences 
in what is produced by manufacturer axid v/hat io needed by customers. 

v) Produ ct...Promo tion s MosiLiy manuic-u lueer's j.fcrtorm advertising 

^rd etb'^^^ r “ ' r '’'ro^iot' ~ ^ -■» ^ 

At times middleman also advertise or organise solos promotion 
activities such as demonstrations, special displays, contests, 
etc., to increase turnover of the firms products. 

vi) Negotiation: Channels operate with vianuficturer on the one hand 
and customer oni. the other. Thus, arriving at deal satisfying both 
the parties is another important function of middleman. They 
negotiate the price, quality, guarantee and other related matters 
with customers so that tr'-nsf'’r of poc esaion and/or ownership 

is properly effected. 

vii) rtisk Taking s Channels undertake the responsibility of the 
distribution of goods In the esarket. In this process, meny middle- 
wen assume title to the goods. In such clrcu Jtanor, they 

great risk in connection with ou'^ f''' lial work. The risk 

may occur on account of price dbrnan?*' flu-'tout ions, spoilage, 
destrucbioa, tsic. 
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6.6 Ixpjs^ol 

Whether the goods anu services .^n.julu be directly distributed 
by tie .lunuXacturer hir-selX > 'i. i ’ /' t>.' r ■ ‘ uu --Ir is a 

very important decision, A manufacturer has a nuiit.r of alternative 
routes of distribution, irnether the channel network should be short ^ 
consisting of vi few intermediaries or " long consisting of a 
larger number depends on a variety of factors. Broidly, a manu¬ 
facturer may choose frbra direct distribution, to indirect dist'il- 
butioni Iron a short channel to a long channel of distribution. 

E;"ch f drm of channel network differs in number and type of 
middleman involved, 

6.6.1 „ Channe l ,; 

The most simplest and the shortest mode of distribution is 
direct distribution. In this form, the manufacturer directly makes 
the goods available to customers without involving any intermediary. 
Here, a straight and direct relationship is e‘-tablished between 
the iiB.nufacturer and the customer.For example, when a manufacturer 


sells nis goods through nis uwu ouit^men or oujwrouuo vociLc;, 
Caroiia, etc.) he directly distributes the goods. 

6,6.2 Indirect Pistribution C ha nnels 

When a manufacturer employs one or more intermediaries to 
move goods from the point of productijn tu tht peint of consumpt¬ 
ion, the distribution aetwork is called indirect. This nay take 
any of the following furcis; 

(a) kanufacturer - Retailer - Consumer 

In this loru of channel network, retailor is used as an 
interiKdiery between uinufacturer and the consumer. That is goods 
pass froB manufacturer to retailer who inturn sells them to fiml 
user, For exapjple, Udyog tells its cars and vans throu^ 

coapany approved retailer.®. This type of distribution network 
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enables the manufacturer to cover wtHc ^ 

Lu cover wide area of market retaining 

control over Channels. 

ii) Manufacturer—) Wholesaler— ^Retailc-r^ Consumer 

This is tne most commoniy adopted distribution network in 
India. Most of the consumer goods like soaps, oils, clothes, rice, 
vegetable, pulses, etc. re distrioutud 'through this channel. 

Here the wholesaler and retailer function as connecting link 
between manufacturer and consumer. \f/ho3es-ilcr tieiis in bulk quantity 
and supplies goods to a number of retailers vdio inturn make them 
available to customers. Use of two middleman in Chruinel network 
enables the manufacturer to cover even a larger market area, 
lii) Manufacturer - Agent - Retailer - Consumer 

Here the manufacturer uses hig owi selling agents or brokers 
in place of wholesaler. These agents connect manufacturer with the 
retailer. The main reason for the use of agents in place of whoie- 
saler is that they are usually less eiaperisive and allcw manufact¬ 
urer to maintain greater control over distribution, TI is type of 
channels are often used in the distribution of industi’ial raw 
materials and small equipments, textiles and agricultural seeds 
and fertilizers, 


Distribution N^rtworks 


Direct Distribution 
Indirect Distribution 



A major determinant of the channel Structure is the intended 
hs® of the product whether the industrial or.consuMr imrket, 
Industrial goods are feieant for the buyers such as factories, 
institutions, or organisations engaged la production Cx goods or 


provision of any serv'oes whereas consui^er goods pre niiaed at end 





structure of 


users tor their consuQption* Therefore 
channels of distribution can not be used for both the consumer and 
industrial goods. Irxdustrial goods require different ~orm of 
channels tucause they differ from consunur goud., in p.’oduct featu¬ 
res, market characteristics and produc'-r cuaracteristics (see 
Figure 6,3}.Industriol goods are usually technical, made to order, 
involve technical expertise and knowledj,e in sale negotiation, 
expensive, unstandardised, bulky and arc. meant for a few buyers. 

For example, computer installations, industrial equipments, cus¬ 
tom-made Installations, electric systems, shafts, etc. On the 
other hand coraiLEi’are usually standardised, less expensive, 
less bulky, require no technical knowledge or skill in negotiation, 
meant for a large number of customers and are frequently bought. 
The examples of consumer goods include tea, toothpaste, shampoo, 

electric bulb and cloth. 

Figure 6.3 : Difference Between Consumer and Industrial Goods 
Basis Consumer Goods Indust^^ial Goods 


1. Standardisation 

2. Complexity 

3. Number of customers 

4. Frequency of purchase 

5. Technical knowledge 
and skills required 
in retailing 

6. CustOi-.cr concentration 


Mostly standardised 
Rarely complex 
Large to very large 
Very frequent 
Not required 

Scitturwd 


Often made to order 
Mostly complex 
Small 

Low frequency 
Required 

Concentrated 


The riiarkct, product and producer factors described above force 
the manufacturers of industrial goods to aither distribute them 
directly or through a chanriCl structure involving a few middlemen. 
Thus, short channel of distribution is ideal for the goods meant fer 
industrial users. But consumer market can be better served by 
a channel net-work involving Mny aiddleman. 
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6 • 6 Plivsic al_,pi stri 

Most Liarkuting cen placa v ^ cf-' h"£i: lianufacturing of 

quality products, th ir prica>\ , on networks, 

on 

This IS not an end/itself. Once guods are annulictured, packaged, 
branded, pri.ct=d, promoted ,they must bo made avnil^blt, to customers 
at tne right place, in right quantity and at t,,£ right time. That 
is goods should nave to dhannel members in the most efficient 
way. A perpectual physical flow of goods should be maintained to 
the retailer's shop. They shoulc always ot adequately availablt. 
Adequate stocks of goods should be uaintaiutd tj meet any sudden 
and regular demand. Aoove all these activities one aid be coordi¬ 
nated in a manner that twin objectives of custonor satisfaction 
and profitability are simultaneously achi‘-veu, ihysical distri¬ 
bution covers all the activities required to ph/sically mov- the 
goods from the manufacturer to ths custoi'ier. In some cases it 
includes the movement of raw materi:]s from source of supply to 
the point of its use. These activities include transportation 

•« 1 n T - - ® n. 

ing, It is concerned v/iih the lianagement of the physical flow 
of goods in the most efficient way, 

Jiconomy and satisfactory customer service are important 
objectives of physical distribution. Pro\iding the right goods st. 
the right places at the right time is the ultiQiato goal of a 
physical distribution system. However, a proper balance bet\-rt5en 
the cost and the customer service needs to be achieved. At times, 
these goals conflict with each )ther. For example, speedier 
customer delivery favour liise of a faster mediumCa.g, airplace) 
but in terms of cost, it is not favoured, Similarly, for ccoting 
Sudden and unforeseen demand for goods requires iMintenance of 
large inventory but this involves mafiy types of risks and costs. 
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C^.tjjipn uiits of Ph yi>ic^l Di stribution 

A physic -^1 Jistnbuticr. uou:.lly co isists of four major 

acttviti£?s viz., ordt-r >. --rt t ^ iv^.ntory 

nan end ware housing. Each these companents are 

explainod oelow; 
i) Order PruCcSsinx 


111 a typical buyer-seller relationship orci^r placement is ttffi 
first step. Products flow iron the manufacturer to the customer 
via channel rin-Aibers while orders flow in the reverse direction, 
IPi.k the custjrner to the manufacturer. A retailer sells more tea 
t: customers and his levul rf inventory falls below a certain 
lovel. Then he places an order with the wholesaler for more tea, 
who eventually places an Kinder witli the manufacturer. Another 
tea iiavcs from manufacturer tu wholesaler to retailer to customer. 
A gouu physical distribution system should provide for an accurate 
Olid E]sedy processing of orders. In the absence- of speedy and 
accurate ordv.r processing, goods would reach the customers late 


^ ... ,u*i.y or This WviuiJ lesuit in 

cusLurikur dissatisfaction, with the danger if loss of business 
and goodwill, 

Often coLipanitu ‘3 use simple mccaual forms for order processing, 
Huwtver, many US cuMpanies use computerised system for order 
processing, Ihese include electronic point of sal« terminals 

(li F OS). Here conputer terain.-as are connected with retailers 
conputers and every purchase is recorded, ten even Inventory 
level of a particular itcui falls below a level and automatic 

urder fT desired quantity is placed with the laanufacturer'a 

computer. 
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il) ^^ansp ortation 

Trans port a 111011 is ona o£ the major elemeiits in tha physical 
distribution. It is necessary because goods are generally not 
consumed ac the place where Lney are produced. Transportation is 
means of carrying goods and raw materials irot the point of 
production to the point of their use. 
iii) Warehousing 

Warehousing refers to the act of storing and assorting 
products in order to create time , utility in them. The tasic 
purpose of the warehousing activity is to arrange placement oi 
goods and to supply storage facility to store them, consolidate 
them with other and similar products, divide them into smaller 
quantities and to build up assortment of products. Some of the 
important decision areas in respect of vjarehousing areHow many 
warehouses should the firm have? Where should these warehouses 
be located? and what should be the pattern of owiership of the 
warehouses (private or public). 

Generally larger the number of warehouses a firm has, lesser 
would be the time taken in serving customers at different location 
but greater would be the cost of warehousing and vice-versa. Thus 
the firm has to strike a balance between the cost of \irarehousing 
and the level of customer service. 

For products requiring long-term storage (such ar agricul¬ 
tural products cn products in limited demand) the warehouses are 
located near production sites. This helps in minimising the 
charges on transportation of the goods. On the other hand, the 
products which gain weight during production (soft drink) and 
bulky, hard to ship products (machinery, automobiles) as well as 
perishable products (bakery, meat, vegetables, etc*) are kept at 
different locations near the market* 



Linked to warehousing decisions art. tht inventory decisions 
which hoL' 1“^+- succor M.aaul 4cturu-rs, especially those 

where the inventory cost may go as high as 30-40 percent {e.g, 
Stee]. and‘Automobiles), Wo wonder, therciore, that th new concept 
of Just-in IhVt-ntory decision is becoming popular in an 

increasing nurabi-r of companies, 

The decision regarding level oi iuvt;ntory involves prediction 
about the demand for thu product. A correct estimate of the demand 
helps to hold inventory and cost lev^■l iovm to a niinimura. This not 
only helps the firLi in terms of the- cash flows but also in terms 
of its ability to maintain production at a consistent level. The 
major factors determining tne inventory levels are: 

i. The firm's policy regarding the customer service level, 
ii, Degree of accuracy of the sales forecasts, 
iii. Res} insivc-noss of the distribution system i,e. ability 
of the system to transmit inventory needs back to the 
factory and get the products in the market; ano 
iv. Ihe cost of inventory which consists of holdir cost (such 
jf warehousing, tied up capital and obsolescence) 
and replu-nishi-Uc cost (includiiig the manufacturing cost). 
^•9 §mmn. 

OncG goods arc manufactured they should be made available to 
consucfcrs, host nirketers do not distribute their goods directly. 

A number of Inttrinediarier, ta^e part in tHle and/or physical 
movement of goods to the market. Channels play an important role 
in goods distri .ution. They provide economy of effort, enable 
greater market ’.overage, efficiency in distribution, necessary 
market information and enhance custonfer conveniunce. Marketing ' 
intentediarifcs m course of distribution perform more important 
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functions. Tlitsfc iiicluOt, sontiii^^j uccui.u_ulloc .tiDiij ussoi't— 

lug, promotion, ntgotiatiuri air rii.K u^sunution. 
iZro-tM'. tliCre are t- 

th.os s 

title to goods are callL-d ifcrcharxt '.iddl.-man '■xiu /;ho do not t'd;e 

title to goods but actively assist in title transfLr are caLlud 

and 

ag^-nt niddlnien. Vfliolssaler&i^retaili,rs aru I'.ercnu't niQdtti.jen and 
agents, brokers, are of the nature of agtut .adulun. Each manu¬ 


facturer must identify alternative ways to reach m.rlat. That is 

ft 

he may directly market the goof’s or usu indirect distribution 

I 

involving one or more^iffererA types of iuiddlemen. 

_ ^ personal 

Consumer goods re ’ ov^ht b^ ?''suinx’s for the ir^/cons umptiori 

and industrial goods are bought by firms, inaust’itiS, organisations, 

etc. ,£or production. Sinct both consumer and industrial goods 


significantly differ in thv ir ch.-^racttristics, laturc of i.irirk-t, 
customer characteristics, etc., an identic il channel of distribution 
can not be used for their distr-ibution. Usuoli’ consumer goods are 
distributed involving many middleiiien .>nh ’nt’uotriil goods are 


Wul -X'- Li-u .wili V-C I-uj oy tile i.i.lA iv.- . 

Physical distribution covers all the activities required to 
physically mo 16 the goods from manufacturer to con:.um^rs tjr users. 
The important components of physical distribution includes order 
processing, transportation, warehousing and anventorv man gcaent. 
6*10 Review Questi ons. . 

1 . Etescribe the role of distribution in une narketaag-rai/v? 


2. Explain the concept of channels of distribution. Y/hit rolt. do 
middlemai play in tht- distribution of goods and service sV 

3 . Do you fuel it is possible to efimirate widdlBiiV'^n r' Illustritc 
your answer with the help of suitable examples. 

4. What are the important functions p:rform«d by cfinnafels of 


distribution? Explain. 

5. Distinguish between direct / ^ -a. ■ / 

Vihat are the compon« its of pbv.'---f f'-i ,ripui' 
* order processing' in details? 


ci ciistribution? 
"'xrlain 
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After studyxrc tair ch-’ '"r>n .qi?n-' ^■ able to j 

- explain tte neanin'- n->‘f ijne-' o-f i^ronDtionj 

~ svaluato tho dittor'nt tools'^*''* pitmctionj viz,, 
advuX’tislnr 5 personal selling, saias proiaotlon and 
puM^city^ 

” explain th i fa'''tors ubich sliould be takf'n into con- 
sicloration for determining tho pro motion-ini x of a 
firm ; and 

“ ovaluete th strengths and weahnesses of major adver¬ 
tising mefih'. 


7.1 

you 

In tie prn;iouG chipi.ars i..arnp about three of 

th 3 four ?‘s of marketing itiix, viz«, ^r?duct, pi'ice, and plaos, 
llov i;e bjrn to the .':st p i.o, promoticn. So far -we havo dis- 
cxiseed products ar-' devoln"'ed, placed and what route they 
"^'llo’.i in tliolr way to :hc market, Tho ore sent chapter is de- 

.o ww G'l. __' t a a 

tes the t^iff irant clomonbs o" proaotion mi:ed explain the 
frctoia eteternang tlx prrnotion mix. It also evaluates the 
strength' : weakness of major udvartic ig dia, 


7.2 


ii3ltedLAnrh 




Prorntinn as an eiomont of carkoting mix is used to on- 
coiu txch..n A in th;- n rkot-placo. That is, the martroter 
uses cowriunic^t^nn to inform v.nd persuade existing cUid potential 
custoinars te bu;^^ _ ,a or s.rvica. 

A a>rnpar^ may produce a ty.od uu-lity product, price it 
appropriately and raiku it available at the selling points wtiioh 
are convonitint 1» c-is-toaors* Bub insylto of an this, the product 
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may not sell well in th.* rnarkot, Once the pit)':uct is m-d© 
available, proper go muni cc tic a 'uith tiio na-kat rjusfe be made. 
The purpose oT tnis communication effort by the marketer is 
to inform potential austomers that product erdsts and I'rtiat 
aru j.ts Lj^uelitios, Xn unv ■j.Obt.xi.’ * oa. eoiajiiLuixOu.uxou, tho cuS" 
toners '''X>u. 1- o bo cibl, ti l.tirn ab ut th prtduct and 
fail to kn w how it can satisfy th^ir ne.d und -uunt. Thus th 
primary ibj.ctivo of prorm-tk-n is t int rn cus1y>m.rs, pr - 
sv,nt and potential, about the pr.-30ncu cf prr 3 ciuct. 

At tiniG adoc[uatG product informati' xi d'.s nd induca 
sufficient product purchase.. That is, customers kn^w ab-ut 
its prusenco and avaiiahlvi but, what they lack js confi:..; c., 
In such a case, no^d arises that ta.^^y arc C'-nvincol dec ut 
the product* s virtues and utility. Hone- in.rle tars use pr 
motion tc' persuade potential custemers t try tho piuduct 
by domenstratinti' its valuo to th.m, Tims th' second Comp'..nont 
in narketinu cemmunica .ims is persuusi'' n, 

To sum up, prom ti'u i. a . f x . amilc tion with 

twj.n objoctiire of inf'^r; . ■' ' 

toraers about a product and persuading ^:h^^ to bui'' th; samo. 
The prorxticn is an important tord nf th; marketin'; mix in 
which marketers make use of v. rjvUiE to’-'ls of cemmunicatm n 
to SRcouraj^e exchanjjc of ^<'’<-'^2 servic'-s jn the market 



tools of comiaunicatjmn he usos to cjooimnlcat^ tdeb hisi 

of 

customers fem parts/' pro met ion nix *, Th© (^jmmieation or 
promotion mix consists of four aa;b^r tools, vi3'*j advettlslnajj 

t 

personal soiiini;, salvis promotion and 
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SXHIBIT I 70, May^otlng Cb.m ^.mlcatiQn 
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^1 . Advoxtisinc: i. Advartising is th^ n:)'st knowa tool oJt 

proootion bacaus'o of the'visibility, It Is.qq ifa.porso'nal 
firm of coMouniGation that is paid for by^thc narkoters 
(Sponsor) to pro^xte a good or sorvidie. It*is, goaoraiiy carriod 
by the naas, media,newgpapersj magazines^ television, raidio^ 
billboards, etc^ to r€|;ach a vast markj^. We. generally come 
across hundredg^nf advertising measagos everyday in ^television, 

, I 

radio, news pa,etc» These advertisements toll us about 

, ■ V 

various prbducts such as toilet soaps, detergeiit powder, refri* 
geratars and serv1.ces such as hotels, beauty daloc s and in¬ 
surance policies, 

Features of Advertising 

a 

(i) Paid Form j .'idvertising is/pu.xd form of communication* 

Tnat is, the sponsor h^s to bear ncc ssary expenditure for 
communicating with the prospects, ‘Lds expenditure is incurred 
in the ^orm of the developnentax coi>ts of advertisements and 
mediae such as newspaper, television, etc,) which is used to 
carry message to the audience. Newspapers and tolovision com¬ 
panies charge for placing advertisements the newspapers and ’ 
relying advert!senwnt respectively, ^ 

advertising is impersonal form of Ohmm- 
nlcation, unlike poraonai selling where a direct face to face ’ 
COwaunication is inwlvedtln advertising, , no direct face to 
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face comnmnication takes place between the sponsor and the 
prospects. 4dvortisiiig is only ablo tc take a mnolo'tie, not 
a dialogue. It is because of this ona way cjoniniunio.-tion, adv¬ 
ertising is not as compelling as a ccuipany representative. The 
audience is not required to necessarily pay attenti a and respond 
to an advertising message, 

(iii) Pervaaiveness t Advertising is ' ^rvaslvc medium of comiiih-„ 
nication. It allows a marketer tc- establish communiCc fcion with 

a large customer population. It also permits a marketer to send 
a message repetitively, Pbr example, many customer products 
advertisement (such as toilet soap .'-detergent powder) 
relyed through television, reach a veiy vast market. 

Marketers k'^ep repeating th''-in so as to continuaiy establish 
link With the customers, 

(iv) Idehtified Sponsor t Unlike publicity, advertising is 
undertaken by some identift.d individual or company. That is, there 
is one party who makes advertising efiorts and also benefit 
from them. However, in publicity the one who makes the ooMau- 
nication is different fr.. 1-r one who benefits fro it, Pbr 
example, if a compappr has developed a fuel efficient car and 
details about it appears in a newspaper. Here communication 

is done by newspaper and its benefits would be reaped by the car 
Company. 

Merits of advertising i Advertising as a medium of comaunication 
has following merits * 

(i) Mass Beach - Advertising is the comnrunication ePdium ^/faich 
has maxLraum reach, Throucti advertising the imrketoB can send 
nossago to geographically vast area. For cx^mplo, an advertiso- 
ment message rolyod in the national transEilsslon roaches aimott 
the whole of India, 
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(ii) ^nt^anel nr. Customer 

Satisfaction j to sdoc extent, is reintad vath the product perfor- 
aoncq,..dvertising aff^’cti the satlsf'-ction level, A nuch advertised 
pro au a u le^ v'e ^ cus go ij*,*- •- . x *■ u. *' — -»x Go ** ’■^d Vo ]? ti d 

product because custoner feels cor'^ comfortobie anc assured about 
the product quality 

(iii) Ftxyressivena ss * CJrrc.aUzatron) — Aclvortising has developed 
into one of tho most -^’orc-ful medium Ito present a message. With 
tho dovQloiiacnt o " arts, computer designs, electronic gadgetinc, 

a single message can now be trans'’ormcd into veryfgpcoful message. 

It is bricause of those special effects th^t suaplc! products look vary 
attraafcivo in ad / rG;'n. m ,, 

(iv) lq(jnpqy t Advertising costs per nessagts conmunicat^td are re¬ 
latively low, Pecauso of its vd.de rsach, thu overall cost of advG> 
tlsing gets spread over numerous communjcation links established, 

?or example, a television coitimercial (adv rtisvsniont) may be seen 

by hundrwds of tliDUscnis ri’ -- > of v^rs. Thus apparen¬ 
tly the total cost oa^ stem •^’- 1 - cost •"'r message recoived 

vd:i be very low, 

^ .; The following are th^ weaknesses of 
advertising as a tool of pronrtioi.,. 

(i) J4§5S_J^r^Xld, —as advertising is an impersonal form of 
comiirunication, it is less forceful a<- compared to personal selling, 
advartisiiig makes use ol' monolctiro and the . prosp^'cts are 

not compelled to pay attention to tiu mossai'e. Thus many a times j 
the effort to connunicato gu in vain, 

(if) — The evaluation, of tho cffoctivoness of 

advv.rt^ ang aessage is very dlf ''icuit for tho want of accurate feed¬ 
back mechanism, Hov^vor, in poxsonsi soiling, tho response of the 
customer to salesperson’s oommanication can be instantly gathered. 
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(lii) cempare'd tc ,crircn:. 


..uv^r- 


tismK is relatively less ilcxib.'o. Since e stanaardiG-id 


nJGaa jj 


is directed to a latfyi ju.’b^r f* v--- . ^te ti'H tne 
reaches tu - non-pro 'poets wh"’?’'' ^ tn i- -j+e-'o of adv-.rtisin; 

effort. Similaid.y they ar- also noe toiler rre/i v I'm ro ^oira.Li.its 
ol the different custocers groups. 

Civ) Lo¥ Ef f octivenc g s — One of tu- .1-1130 rtaet u-r 1.- . j/' 
the area of advertising those days is th .-^iv "tismg :r3]oo;oii. 

That iSjtns volume of advertising is .ptti.ig .motl, £rid .rir.: . rd.j. 
Companies spend lakhs of rupees on the anv^jrtir/tfy of Ih^i?’ pr^f-icb.. 
It is difficult to make adverUsing m ueard uy th vr.'t 

prospects in this advertising noise. 

'. 3.2 £argapAL.§QJJ-ldiL 


personal selling involves oral pr''s.nw i hre 

of conversation with one or more prosp' ctive cuiti'.rs ’'ir '."V ir- 
pose of making sales. It is pcrs^'ral form of comrnnic.'• vn. Com- 
t panics appoint persons who arc gener^ 11/ Jirw.n lu f 3 ..v ‘..ovn” 

tatiVQS or sales m^n, iii st. paupic uuxi.at,! pu :j:r^eciv j buy re and 
nt. -'.’"'■■’T 'hov^ 


develop product prefoconce with aii aim t-. make s^le, 

3.2,1 

(i) personal form —- In p rsonal soiling a Uj.r ‘ct fic. ^ .^n\ 
dialogue takes place. It involves an als.va, iini..vi 3 iate d ini 
active relationship. Hence tvo vay corumunication 'ssU-bU^jh -d, 


(ii) Holatlonship —' Personal selling one up ro} sp're u lo f 
lop relationship with the prospoctiv cistorefn, a.1 tiius t.n. 
relationship tak-'S th: form of buycr-salLd^ coniVyutatiVn, nd 


soraetimss it assum'sS a deep persona] friv^ndshdr 


ll e 3 d,^ 14 tv I Fldjcibllity is on . of tho tnportiat str.-nyfcit; 
of personal selling. In personal SaHi.y.h n,- r tnnl r'^l jol ; * 


is cojaamicatod to a larro lO""'; 




vjry. 1' 
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Honco salosn'-ii havo floxibil: V w.ajii3t th*:.!! pToSon- 
totinn to fit the sp-.clfic nc-2:. irhllv^duai customors* 

(11) ,pii-^ct Foedb. c k t ‘i^orsonai e j.lin . involvos direct 
face to face Ccmimmio'itjor, Unlike advertising, there is 
a two way cf>iiiiirunic..tinn b-tw -n a 3a2v)s person and a buyer 
in the ease personal sa]J.inc. This ajlows a saiesp^rsm 
to have a direct i ’jd back fi\ n fch ^ custonar and adapt his 
presentation by making nacessuiy -djustmei^ts, on the spot, 
(ill) Minimum wastage i in adv.rtivSing,there are greater 
chances of wastago as message is transmitted to whole of 
population. For oxompl'*. a television adv'-rtisem'nt of 
r3frigor:'tor a,iso g^ts transmitted to the cool 'cgiou of 
the country whore there is u buyor f rafrigorators. In 
personal sailiiig, k'lwevur, th- C'-mpany can decide the tar¬ 
get customers before making any contact with them, Uhus 
the chances 'if wistago are iiinimum, 

7.3.S.3 bP.EOJlSslhaj^M 

(1) High cost —-It is Citiito true thiat in personal selling 
v^ry little efforts t it a costly 

al;^rnativG of pronxjtion, A company need to appoint sales¬ 
person on regular basis, train th-ui and continuously motivate 
them. This incolv^s a lotoC expenditure.. Thus the cost 
of daviJoping and operating team ('r saicspcoplQ is high, 

!l S'-'.loS promotion means thss use of sXrt tern inct.ntives 

wliich arc designed to snenurapo imnediato purchase of a 
product or servic,' by the buyer, S-lcs pxbixition includes 
activltios like discounts, st ra displays, contests, demcn- 
stratlDJis, froo gidt offers, and free sample distribution, 
Sales prototion is usualiy imdortaken to supplement other 
proET^tional dfibrta (i,e, advertising and personal selliif)* 
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Companies use salves proocti. n t.'ois six^cific-iHy dasignod 
to promote cusc/^rn'r (e,g* fit aa^pliSj discounts, and 
contests), to pro rote tiadostun ■ r niddlcmon (b,g. Coopera¬ 
tive advortisii.g, dealer dicaonnts and dealer incentives 
and Conte scs) and pror-ct:- sal s; arson bonu^, sa]ci 3- 

nen contests, special offers), 

7.3.3.1 iMturenii l&ales Proictlon 

(i) Stort-term Nature Various sales pronoticn activities 
by nature can not bo used for sustelnwd period of tine. 

These activities are adopted by the X-Jms in special cir¬ 
cumstances in order to havo Inn’-dl, te results. Use of a 
promotion tool for long period c. tine can bring mre dis¬ 
advantages than benofits. 

(ii) Hesicluai Classification — Sales prorritlon tools cr 
activities include all promotional efferts th^vt could be 
used by a company tc boost salo but cannot be classified 
as adveitising, personal sellin, or publteity, Salas pro¬ 
motion tools aro us.d to supplomnte th: personal selling 
and advertising c".... . 

7.3.3.2 Merits of sai^s pror aotion 

Ci) Attention ftottina value i ^fost sales prenotion activitia 
cone in the form of son^ incontivo to the customer. Because 
they are not used frequently and ft r a long period of tim^ 
they get attention of the cuetoriers, Tijey tell the boxyers 
of a change that they vion’t havo agiin, to get a nothing 
special, Sbr example, a free gift offer made by a company 
is likeiy to attract attention not only of the rj*fuiar 
buyers but also that of the non-users of that product, 

(11) Surirlvai in present 

competitive marlcot -without now piroduct inttediiction Is 
very difficult. Ifhorcfcte, every year tteusands of now pio- 
ducts and now brands of produet are intedneed In thd 
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narkat piaca. At tlus tmc, the rrst Important factor that 
A" tan lines the success is th- trial ul the now product. 

That is, briyors situlu uu biuak avay fron thair 

- ' ^-’ylng b'' ' - ' > s; fi n 

fraj sampling,, product dco'instrati n end initial discount 
era very useful in inducinj, trial oi nevj ii-uduct, 

(illl 3-mQr.CT..jln To tal Sales promotion 

activities are C signed tc suppleuont .an cooiuinate per¬ 
sonal sell!'g and uuv^rtisin" efferts. The use of sales 
prointion act?viti ,s together mth the other tools of pro- 
r.D tlnn (1, j. advertising and personal selling) add to ov® 
ail effoc olo’-':'.'j- f to b ] ro..e uj.,.n effort of the company, 
That is, a mix of sal-^s prerrtim along with advertising, 
for cxanplo, ia likely to nxiuco better rosujts than ad¬ 
vertising alone, 

7 . 3.3 

(i) Rofelec ts Crisis • 7 rirn rv-i- .[u^ntly on sales 
prcimotion, it -lay r-jf:i.^o+- - orisj situation. It is sc 
because 't giv- the impression tint the firm is unable 

to manage its sales ir th't there are net takers of its 
product, 

(ii) -BhqIIs .PiUuU .; Inaau s ^iiifither llmitviticin of using 
sales proK-'tlon tools frenuontly is that tl^ buyers may 
start fjGling t;i t the product is not of good L^uaiity and 
is not ap])roprlatoly priced. They nay aigo get a feeling 
th-.t because the product can not comj:ioto well in tha oarlse t 
tho nanufacturor li, giving discounts or otnor incentives, 

7 . 3.4 

Publicity btars a lot of siniiaxlly with advartisins as 
It is 1 m'n-iversrnul JBom cwfrurualor.tirn, ffowover It is 
difi ’ ^ from advortisini:; In thw s^ns that it is a non- 

paid for. i of coaAt 


-,c*ieraiay Ukes pJ^ica 
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vli.ii cl fcivour''!Us- ii-ws is prus iit 1 in t 
abc ut cA piT.ciiio c oa s-'-.rvico, Ibr «^:i~Lpl.-, 11 ' * toloyisiwn 
nanufactu2x>'r ' 1 - ^^.Invisi‘n Liam- 

frntiiT'iriC, sa^ by .1 : T'?vt;, tiirt 

tj'ia i.i-.sFc IS covarad by i-lo',v„ cii-- r>.dic or naws- 
popsrs in th r-'roi '-f ' n-ws at lU It ujuJI 'oj tarr.:ad a3 
publicity be cans'; Ln t icviji 'i uiulactur.r wiuld banvfit 
fr.-.n such dies .iinoti..a ol lul-'nutue'n do ut its achi^'veraent 
by th'-' pi’.ss bub ’wou.Ld n-’'! bs\;r C'jst for tlic eijxio, 

7,3,4 J- Ji:aa tu r .VMjJilkL- 

(1) Unpojc- L.r.. f - co'viunicctx. n —■ bnllkc idvcrtising 
vih.i’Jii ua' f'.-' - ' ~ a c.lvr.rtic ncnt dov'lcp- 

a'la i AC cl 

ay^..ai,il ituu. 

vihich i-’ ur-cartc'c-ii by a partr/ obli-r cl^cn th^ cn^ who bcano- 
fits fcTil th. s?t; • 

(il) Ho idono.'fi'd sioaf’--- - < JMik-; a ^artislnc viiaro 
bh. part’.^ u-idCT’b-’anr the pron'-.t-cC’^oi clfcrts is idontified 

lU |jU~i c-'.-l c; Ljuw.i. 4.,J XC^-AIOXIIJU, 


.5 publioib d'cs lot in'ilve any diroct 
1 '] T-he.:-* ablxoi'cy ■'.s a. kind o2 prciiotiicii of fort 


\ 3,4.2 ]la:rlt3_yi:ifibbi islty. 

(i) dro'.'u• publicity is eh' uisSuiauuSion 01 xiifor*” 
natl'''n ahint a pr'cluct or sorvic- by an indcpondont sondor 
(o,i3, th j pross), Since publicity takas buc iorn oi news 
stori'os and foaturos^ it tends to b^ ixirc nx^thcntic. Such 
nsssages have a higher d.Kr:>c cf credibility than if they 
cono across as luonsor'd by a sailor, 

(ii) -Wj 3 Ccnaunicut.ion ciessagas in the fora 

of publicity con rcw-Ci^ be ttK!a>. yjr.ous wi» othorwiso 

do not pay attention to paid csoanunicetion (say advoi’tising 
or>r®rial sslMn^at TpM baypoa® buoausa tho aestag© goo s 
in the of - r: rat her iiroct »a.\oa <»Gcuaioatloi 5 , 
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(ill) No Ck)3t involved ——Fubliciby is a node of connuni- 
cation that coaas of cost to tho conpany, Tl^ conpaiyis 
required to spend on codia and noasaf^e djvoxop.nv.nt. 


7 . 3 . 4.3 



An inportant linitution of pub: i^iity as m.diun cf 
proE.otion is tli'b it ir n. t •'nth^n t'l, cortn^l of the conpany. 
That is, tho conpany c:ui n.s u" urjicity t-- p'eouotj its 
product or sorvlc. wru-n it n. cdn. Tb* paoas vr uld coV' r only 
thDSO pieces or' inforuation npo n-wsw-rthy anu synbo- 

llsc Some achiavor.jnt in thv> fi Id, 



Deciding what conbin: Gion of th- djffersnt tools of 
prcDotion (i,G, Advert!senient, P'rar^nai Sailing, Sales pro- 
notion and Publicity) sixjuld be used, is really a difficult 
and chalionginii job. It is not c. sxnple task of choosing the 
best tool of promtion, iiatlior thy promotion manager should 
decide the bjend of ail tools of promotion so that overall 
promotional obj' ctives are efficiently aciiieved. He should 
dtjcide vuat tool of promotion are more suitable in the parti¬ 
cular situatu n and ’which ona is tc b**- given first priority. 
What makes this job so difficult is tie fact that there are 
no hard and fast lulxs ior detorid \n, tin pre-per pronsr^tion 
mix. Hbwvcr, the f aDovlng f-’ctoro^a^:'ct the docision 
atout the cix^lca of various methods of promotion, 

— Dlfforont types of products or 
services require different proix^tion-nlx. In general, for 
consunor products, advertisen-nt is consldored to bo tho 
most important tool, amply supported by 30165 proootlci^ 
Personal sellinf and publicity, in that order, It is so because 
consumer products are usually non-fechnical, low priced and 
iSmjlva low risk, ibwaw* tbr promotion of industrial products, 
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personal soiling is noro suitable 
tool, fcllow>jd by Saiis pronotlon, AdvGrtisoment and publi¬ 
city because thoso goods are usually technical, inv'-lvo high 
cost anu risk* persuation is consider d nec<.ssary ^or thair 
sale, 

b) Type oi the market — The mirroer ‘nd cocintration of poten¬ 
tial custoraers also affects tha proiio ticn-nlx, If thu number 

of custonars is t;uite .large and t:i:5y are scatte]K3d geographi¬ 
cally, advortisonirnt will be mr^ suitable because adv..rtiso- 
jsionts have high rLach potential, Whoroas, if the nunbur of 
custonors is snail and they are goograp^hlcally concentrated^ 
personal selling oC'Uld be a a, ro suitable tool, 

c) Stago of th. products life cvolc -Prorv^tionai strategics 

for a product aro also influoncod by tho life cycle stage tiiat 
a product is in at any given tine, Sbr exauplo, during i’htro- 
duction stago, a heavy advertising is roqulrod, aoount is 
spent to make consuuers aw£i-ro about the oxisitoncu ^f the 
product, also, th^. use of a sales prru'tion schene, would bo 
desirable to nak. people try tne product, personal Selling 
can bo used to persuade dealers carry tho new produefc. 

During the growth stage, when custeners are av^ro of 
the product benefits and product is established in the market, 
sales pronotion tools, could be withdrawn. But advertiaing . 
and personal selling will continu-. ti be inportant. During 
the maturity stage when conpetltion gets intunslfiod, the 
job of advertiseiifsnt becomes cK>ro persuasive than iniemative, • 
Sal«s pronotion onee again bec.-,nes injortant tc' boost aalo in 
saturating market, 

d) The Budget availSbl® — Th© amount of pronotion budget 

affoots the klud of pmootion-oix a firm may us©, rbp example, 
if a firm has ample funds, if can <iak© use of ‘dvortlsiiig 
whorcis a firm having a smaller budget hava t. raly on 
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cheap prcraotlonal tools such an rainjnial Ifersonal 
a^lllngj djalc: ilsplayj. 


(e) 



. ^u^aujfc,/ means the 


f-^ -m- fhrcu--’'' H>c -■’'ic'*' 

to the niidcllomon (l,o„ wholesale and retailers), who 
in turn pus i it to ■onsu’rers. 

Qi the othor hand, pull strategy means "building 
up consumer denand by susnJing heavily on advertisement, 
Ifera the consumers ask for thj product from middleman 
and middlemrn I'^on the p"Gdacir. 

If a firm omrrasLso rr rush strategy, than personal 
sailing ‘ ■ y“’’tant role. If the 

emphasis is nn nail sti '.tvsgy, then advertising will 
dominate the | omotioa-md 


In oo'^clMi n, \e ca-i u,i.y that the different tools 
of pronotjo' Uu iij c'. with oocL other, rather 
thjy an ^ v.^ no. a proper coordi¬ 

nation is r •l.'.,.,veu in the d'ff'-nnt tools and an 
ini:3grat:d r‘prog-eire is designed, then 
far bettor risul:s could c. obtained. 


7®5 Advartisl ng; Ihdia 

Promotion m( ins connun'.cation with the customers. Once 
a messaga is r'ady, Iho na"chotor must choose appropriate 
vehicle or oarrb’r which will take it to tho target 
custuners. 1 h- vehicle that is used to take an adver¬ 
tising rjo*"*'/ ' - fp. c'sh m r is called advertising media, 

Tiiere are a number cf advoriisJng uudla available. An 
advertising lidta my fall into any of the following 
catagoriasi 

(1) iiHlit-thj nadja vehlolo' vhilch carries th© 

r’"'to form such aS 
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(il) Visual - the oedia vehicle which carries adver¬ 
tising nessagu in the visual fora such as 
pewspaper. 

(iiii Audio Visual - the audio-visual nedia vahicla 
is capable of- . caft^ylng message in both audio 
and visual fora such as talovision. 

Among the various media typos, each one varies in its 
reach, frequency and impact values. That is^ no oedia can 
be designated as tho bS5t media for all tlrio products. 
Depending upon the communication ubjoctivos and tho nature 
of the product, a suitalila media type may be chosen, 
exarapla, television as a media vehicle has more reach 
thaa newspapers but television messages are ve»y shca>t-liv3d 
compared to newspaper messages, m order tocliooso appro- 
priata madia vehicle's) tc c ommunicate tbe advertising 
massages, tho marketer must ccnsi<'ler the characteristics 
of available advertising media, A discus si era of various 
media is given balow. 

Cl ) ^avsnacers - Newspapers as an advertising media offer 
advantages in the fora of fle^bility, timalinass and good 
local coverage. Given the increasing newsreading habits, 
the nawpapers are an effectiVv^ means yf reaching tho 
customers. Since every local region has its own nawspaper®, 
thay are oxcollent mods to comotunicate with tto poopla of 
different regions by ads^pting tbe message tc language and 
other KJgional differ3n<?«6. Sacund advantage of nevepapars 
is that advertisements be published at a vary short* 
notice. The tlr^ period prior to publication usually 
does not ©jsseed tw Third, tba lift of 

newspaper ^vertisement iS longer compared to radio or 
television. In addition to this, newspaper advertlsononts 
have high beXiovahlllty and low cost. 
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dlsadvimtageo of ne-wspijt-x^rs f 
' - '2'_t pay nuch att^^^ntic^n tc- nowE-rat-r . ros 

bacaLisc^ if pcwr quality of prirtmg ajicl c-np^.’ ^Ladnso 

I 

^ ^ u. wii-'-'OLrS# ^ -•-. -XVfc ^ » J ^.^^ i_ 

o*.ly to aducatod popplatlcn. Thj s rastricts itc scopp and 
cjvora'.Q. Third, couparcd i.c> ot'^jr iT'int n,-;-^r-i such as 
m;;a2^nos, ncvspap-r have a shert life, 

U) .Hlfasin&s - i^hsazlncs -re another visual a Jve etising 
rnedlun, as newspapers. The;, provide high-quality, colour, 
p-int and pictorial re production. These days a variety of 
tgh quality magazines en different themes ar- G-^aj.laia ; 
(such as sports, ijlm, j-oll tical, financial). S-incu m- e i 
riagazlnes are addressed te a theme, tney allow th. 

^jIscx t' be able to r^jacti a specific market, For oxavpl^ 
sports magazines ca.i tal'.e the nesaa,:e tv. the jv.pV wi.th 
keen lntv;ro£t ji. sports and fa5lji<_.n maga. Jr.j... ‘o' j f 1'jcrl'.: 
:elLver the advertisl.ig messages to the fa&hi..n c.nscjfus 

, i-.i...ilai 1^ f , j...—4 , c- _ ■._ 

different geographiccl areas such as Calcutta, Delhi and 
ocmaby. JaTother merit o'f Jagazin'-^s as a advertising nedi,j'. 
Is that they have l,ng life and profile C'pr'. rtuni cy f..^! 
^'-d'^’ate i expc-suid) to an adiw rtlsoneot in s'ngle ja >. 
Hagrnines are aLs. rcu 3 f-v-d .arrant friends, Thj s onhor.c 
the rc-cn t.f advertisement. 

On the negative side, this is a costly ai. 4. of 
adv/ei tising. kJso like neWpapers, this media cannot >■ 
used whan wj ha'-'o to c.mi'aqlGata with illit.r te oco'.,. , 


iii) 


Radio Is the fona of cumriunicativn ivdla 


which the cppffiiunioafclon tejis IJlacii in thj ft.rm 

i.4e„.ca,;us, It perhaps tie *e<Jdlum wit. u.. 

Tiie radK, proji va.ieu ar^ list-.nod 
.i... vO,-,.* i,*V l*Uv.,4.. J„j ... ,, « „ 


»l ^ 
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other language and cultural differences. Therefore, the cost 
per advertising message delivered is the lowest in radio. 

With the arrival of new moans of entertainment the 
popularity of radio has declined conslderaoly these days. 
Therefore-a large part of radio coiirunication goes unattended. 
The life of Radio commercial is usually very short say 10 
seconds to 30 seconds. Ther.jfcro ttey do not makes much 
impact on the customers. 

Iv) Television - Television has * itiges of both audio 
and visual medium of communication. It provides an opportu¬ 
nity to combine sight, 3ound,and jnotion. It has high reach 
and high attention value. Television offer great deal of^ 
creative flexibility. In television commercials product 
can be demonstrated and with use of latest ccraputes aided 
designs and catchy music they can be made to have greater 
attention getting value. 

Ebwever, t'Dlevislon is a very costly, media of coimnu- 
nication. The cost of 10 secend commercial ranges from 
Rs .40,000/- to Rs.80,000/- depending upon the broadcast 
time. It also involves considerable administrative delays 
because all the advertisoman’is aro rGq.uired to be approved 
by the Directorate of Doordars la’. ‘astly, since the 
time reserved for comraorcials is limitev^ and tbaro is great 
rush of the advertisers, it is difficult to get rely time 
of one's choice, 

Qit-door tfedla - The major typos of outdoor madias 
available for advertising are boardings, Kiosks, banners, 
neon signs and illuminated signs. AU of these madias are 
now being used in comserclal fill in a big my, Ih almost 
all jaaces of crowd such as raiJLmy etati*»s, 
road crossings and stadiums the ad'n3rtisers put thair 
hoardings, neon signs and alspla:/s. CUtciocr of 
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advertising is less costly cunpa'^.. v modluns, it 
also enhances the overall visibility of product or service 
■because the ad^^ertiscents aro displayed in the open vhich 
an 3 e:^pasQd to a large population. The najor danerit of 
outdoor cadia is that it can •'b:, used only for thse .products 
which require brief communication. It is net suitable 
for tocbnlcdl pTuducts (suen as computers and industrial 
equliments) which require ^.laburate messages. Moreover 
with outdoor media, advertisers cannot reach a specific 
target population in terms uf ago, sex or profession, 

Othep Media - Besides above nention'-jd media, adverti¬ 
sers use other innovative in^as to communicato with the 
customers. Advertising spocini:tl 'O such as calendars, 
diaries, key rings, ore now jrl..joptanca as a tool 
of ccctiuiunicntion. S^me advertisers dtreut3,y communicate 
With the custv-EKirs through correspondence, distribution 
of leaflets and folders. Other new vehicles arc business 
and other directories ^.liKe IIDI» s fellow images, industrial 
Directories, Tolephcne Directories) an:l video cassettes. 

7.6 mmm 

Promotion involves cornunicatlng with potential buyers . 
with a view to informing them about the availability of 
the products and persuadin ; them ti buy the proiducts. There 
are four important elen^nts ln t')o promotion - mix of a 
firm. These are (a) Adverlis-^n:; (b) Ebrsonal Sailing? 

(c) Salas Ercrootl ^n; an 1 C'l) Publicity. 

Advertising is an inipjrs-.i f coamunlcattoan 

which is paid and has an identified sp-us-^r, Ti» most 
Important advanbagas of advertising are that it 1ms a wide' 
reach, it ts econceical and is very Ir.^ ;rtint in snhahcing 
customer's satlsfactl-.n u.ad c-j/iuonoc, it is 

infl^xlbla and lacks* ib.,d hacji. 
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Persi.ncJ, sall-’ng inv^ iV 3 s jral c nmuniCT.tl mo£sa> 
in the rorrn of conversation with one or .’■ore pers]'GGtlvc 
customers, for the purpose of mak-’. ^ sale. The imporiatit 
merits of personal selling are that it is flejiible and • 
involves minimum was to.je uf eixorts. 

to have a direct feed hack from ttie j;«rspectlva castomers. 
However, personal sellin; involves hign cost andinnoii 
recommended for the promotion of cms’umer products, whicn 
are of mass consumption. 

Sales promotion involves the use of short term 
incentives which are designed to encourage minimum purchase 
of a product. It includes activities like discount sales, 
contest, free gifts and free sample distribution, Sa-los 
promotions is generally unaertaken to suppler-'=‘nt other 
promotional efforts like advertising and personal selling. 
Sales promotion schemG have great attention getting value 
and are quite useful in premaoting new pi'oducts as 'v?3Dl as 
the products which have ' . . the ”.vta_^uy stage. 

Publicity ^s^lso " for- of on 

It is different from advertising in the sense that it is 
a non-paid forni of coxainunication. Since publicity takes 
the form of news stories and features, it tends to be j 
authentic. 

Tne most important factors thj.L ai’e cai.en into co.’isl-- 
deration while selecting the methods of promotion include 
nature of product, type of the market, stage of the produ''t 
life-cycle, the budget available, aiid. the strategy of 
promotion adopted by a firm. 

Advertising media refers to the vehicle or carrier 
which takes tte message both® direct customers. Thaxo' 
are three categories of advertising ■RBdla which are (a) 
audio medial (b) visual ri'diaj (c) a^dio visual 
lao most common advertising media i ^eludes Eunp’W'^rs, 
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magazines, television, radio and out-door madia. 


7.7 

1, tot do you mean by ' l?romotion' ? What are the 

iijpOi. tant ewti Uh/ i-'— fiLiijOoxuii ** ? 



Vole do:^s it' play in the promotion of ‘teods and 
services? 


3. Define persona] selling. Hbv; is It different from 
advertising? 

4, What do you understand by sales promotion? Under 
what circumstances is sale promotion more effective? 

5. What are tne factors determining the promotion-mix 
of a firm? Elustrata your ans;/ar with tne help 
of suitable exaniples? 

6, What are tne Inportjnt advertising noJia available 
in cur country? Wnlcn nedia would you suggest for 
advertising a new hrril of soft drinks in rural market? 
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Chapter 

I'iAilKhTli'jG ii\jFua 

«««<<< ft 1 w 


Learnane ub.iGctiv es 

After reading this :hapter, you should jr atie to: 

1. explain the meaning of laarke'ing mlor.iia tier; 

2. appreciate the importance oi marketing intorii tion; 

3* distinguish between varioa.. sources of inlorir Jtionj 

A* suggest different sources from wnere .uarketing infor¬ 
mation may he collected; 

5. critically appreciate the nature of various methods of 
data collection; and 

6. explain the ways of or,_anisin:_ marketang information in 
a firm. 

8•1 Introduction 

In the previous chapter, you aa'v- * about the role of 

physical distribution in the process of maratUint, of and 

services. The present chapter is devoted to explain the need and 
role of marketing information. It describes the various sources _ 
of information and explain different metnods available for 
collection of marketing information. 

8*2 The Ne ed and Impor tance at harkstinR.Information 

In the fast changing eiivironriuut of business, the decision 
making in the area of marketing is getting more and more complex. 
It is in this context that ajarketiug decision makers are increa¬ 
singly finding it important to collect and use marketing infor¬ 
mation. The need for systematic gathering, analysis and use of 
marketing information can further te understood with the help of 
the following examples. 
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Consider the case i 'Your Choice' is a departmental store in 
a locality. It sells all kinds oi articles oi daily consumption 
such as bread, soaps, deterre.^ts, cotlce, etc. It occupies reason¬ 
ably big area and selling is uonc. trad.itiu.i^lly across the counter, 
That IS, buyer names the product of ni.. rt. . tnt and sales 
person hands it over to him. Tno store wants to increase its sales. 
The owner is seriously thinking how it can be done. Recently he 
has heard many buyers say that at tinea they buy things which 
they never intended to i.e. purely unplanned. Now he v/ants to 
coniirin whether buyers really indulge in unplonntd purchases, if so 
what are the article they usually purch-.se and what esn be done in 
store that other buyers visiting the store niy Iso make unplanned 
purchases? 

A Similar kind of situation is also fenced by 'Kiy-Kay 
Detergents', A door to door salesman vdiO hie shown extraordinary 
performance in Bombay is now ^c£ii ih Aligr.vh. InSpite of his 
proved abilities of naking sale to nDuj.mwives in bonbay, he is 
unable to nhic-ve success i. m ,. T'.i is troubling the manage¬ 
ment of Kay-Kiy Detergi^nts .•mc it wants to answer to the 

mystery ..’hat is wrong witii the territory or the saltbrnan that 
targets are not ueing realised. 

The above two cases exampliiy situ.itions where a problem is to 
be solved ind necessary corrective actions are to bo tAen. Should 
Your Choice' store and 'Kay-Kay Detergents' decide a course of 
action on intution (without iny f tctc anci relev nt data) or nece¬ 
ssary facts and inform.tion should be collected and analysed and 
then a decision be taken. 

Decision making is a necessity in marketing management. A 
retailer has, for example, to decicc about store layout and arrange 
uent, point of purchase displays, pricing of products offered, 

handling of custottr grievances, and no on. A Eanulacturer. itust 
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KriO’/ WjXO hiK custo"ii;rs are, what rire taeir uuying hildtd, wh-jt 
^.roduct do they want, v/lio .-i; r 'petitor. ^ how products art to 
be hraiifled and packat,ed, etc. ~ i • utt I'.o vt i-rior 

jCnoeJodgc ol his customers, the tii;t wht'ii they c la ily be cou'* 
t ctbd, \ 7 htn they are likely to n:.ku .‘Urenasos, ^.tc. Underctandinc 
o-t ui.’rkcting situ^.tiorj is a must. Tliertfort intorr.ction is critical 
to $vtry iParketing activity. 

Decision taken on intution or vfithout pi’oper iniornition 
ucinlly results into failure. In order to woid that situation 
liriiis usually develop and maintain a mechanism which system''tic illy 
collects, records, analyses relevant data from ill sources and 
ensures availability of correct information to Jeciaion maker. 

Tills systea is called marketing information systera. A marketing 
information system consists of peoplecQuipraents, procedures 
which continually gather, sort, analyse, evalu its and distribute 
relevant, timely and accurate- inforumtion. This infornnticn is 
gathered on continual basis. Timely availability of accurate and 
r.l-'—!. x.ij. Ti. .tion fac-..x_: i-- ^]_cl.i... a 

li.arkfeting inforrnatioxi system In a firm typically collects infor¬ 
mation about competitors and their activities such ns advertising, 
new product launches, price changes, etc., trends in the market 
..uih IS demand fluctations, fashions, lids, seasonal changes, 
customer preferences, etc. It also records information on firms 
salts, costs, inventory, cash xlows, etc. 

Some problem require additional or specific inroridatlon which 
IS not collected by tJiD In xne ordinary course. In such a 
circumstance wlb undertakes forift.l information gathering exerct^a. 
Tns is also called narketing research. It is systemitic design, 
collection, analysis and reporting ol data and findings 
{. 1 a spv-cific marketing situation or problCi... 
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8.3 L|s_e , s.._of_.H arke_tjLriR.■Inipraati^n 

l-iarketing inforirution is utiXi&tc! in solving diverse types 
of problfeiiio. Some of the i...^orL.u*c 'r_ ‘.re ^uch information is 
useful for arriving at right decisions are d^-scribcd as follows: 

(i) fiex&;^) ^mcnt .jafJEr^d^ 

When a marketer tiiter in the business activity» the first 
question that he confronts is what product is to be offered to the 
iiuirket. You will, notice that ev^^ry ye-ir a lot of new products 

i| 

are launched. Some of the new products th-it have teen introduced 
in the recent past include Lux International Soap, Premier 118 NE 
Car and Binnies Pot^^to Chips. Before launching a new product the 
marketer has to decide what should bo its size, quality, price, 
packaging, name, colour, etc. For example, before introducing Lux 
International toilet soap, the Hindustan Liver (manufacturer) 
must have gathered and analysed infor • tion to arrive at decisions 
about its size, fragrance, package, ; p, colour, price, etc. If 
product specificatioxis and attribute . which are not 

desired by the potential buyers is all th'^ possibility that 

' J V 

it will not succeed in the Lurktt. 

(ii) Development of Adver tis ing... 

Advertising is a promotional tool w.dch is used to inform 
and persuade the potential custon'-r to buy a product. Marketers 

ii 

spend substantial amounts of money xor advertising their products 
and services, But the question ari-.ts doeS the auvertising 
accomplish its objectives eifcctivelyV That is, does it reach to 
target audience? Does it attract ind persuade the potential 
buyers? For the developuent of eifective advertising, the marketer 
must choose appropriate iitdia, right message, right picture, right 
head lint;s, right tiiaa arid right ¥hat is right and 

effective cm only be decided If tufilci^nt information is 
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&vailablb about Duyers mtert-st ona ucbits, rtaca 

eflttctj-veness. For-exauplt li a 'bctai' r^arK^^ttr ust-s E-nglish 
magazines such as 'ludia Today* or 'llluatr ited Weekly', to 
advertise, his piroduct v/ili he bu. succtssful? Tuc answer is 'Mo* 
becausb a vast iiiajorit'y of peoplv- ; lo suoke bctdi cc- uot generally 
read these magazines. Therefore, it is e^scntiil to have infor¬ 
mation about their reading habits cc xn t right utdia can be 
used to promote tlK product. 

(iii) fcidVi^£in£j2b^pn^^^ pi JbisJ;ripptipii 

Another area wh'-r^ mark^tL-r inlorinution is the dtve- 

lopm^nt of chinne'ls of disiributJ ou. i .tribution of goods and 
services has becoiiw very cou^l^x t.iSk. It le no longer i question 
of supplying goods to existing c-ystcii of distribution. Rather, 
the marketer must evolve tXfeCtivw channels of distribution so 
th .t market could be served without any loss. V/hile selecting 
channels, decisions about direct and indirect distribution, loca¬ 
tion of retail outlets, establishing coop-rtion between channel 
hiufibers, etc., are to be t.I:. - Inlw-c the i*.'rk-ter has infor¬ 
mation about existing channel alternatives, their cost, ability 
to serve, etc., no efficient ciiinn-l str-tegy cun uu evolved. One 
of the factors behind the success ri Titan duartz watcheS is its 
innovative channel network. The compujy collected information 
about buying patterns of the market and existing channels which 
had not been used by any firm. The Tit''n decided to go in for 
multi channel distribution, i.e., direct .listribution for large 
clients such as business organisetions, traditional watch stores 
for ordinary market and exclusive dealers for buyers who place 
importance to place of purchase. 

It is quite understandable th-'t a product can not be used 
and preferred by all individuals in the market. A typical 
airlfctlng situation consists of iroa cfiifurcnt cultures, 
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races, regions, relegions anc] income levels. If a marketer attempts 
to sell his product to all irrespuctive of t.i'-ir differences, it 
is very likclj' that lie may not be able to do so. These differences 
in the buyers can not be ignored. Suppose a Eollv^r of humburger 
aims to sell his product to the wholt. of the Indian raarket 
ignoring buyer differences, he- will not be successful. The prodint 
nay not be bought by villagers because tney are not used to ert 
outside house. It may not appeal to elderly buyers because they 
do not like burgers and so on. It will also not appeal to rural 
rrarket because;, rural buyers do not have the nobit of out-eating, 
and people with lower income will not be able to aiiord the 
product. It is, thcrefort., essential for the marketer to focus 
its efforts on a market -where the product is likely to be success¬ 
ful, What is the target market for a product c-\n be decided only 
if sufficient information about sex, buying pattern, relegion, 
inconte, location etc. \rfc available. 

(v) M.9mition_for Market P lanning 

?i:irkc + :ng tnvironiicnt i^. . ic.^ Xh- larc . om-nsinr it 

keep changing. The competitors introduce new products and effect 
changes in pricing, advertising anddistribution. Fashions and 
fads cOi.ifc and go, Governrmnt ini^^oses restrictions and passes new 
legislations. Population, Age, composition, income structure of 
the- popul ition keeps changing. These on going changes exert 
pressure on the uiarketer to change aiarketing strategies accordingly. 
For example, with the enactment of the now Motor Vehicles Act, 

1988, the Bajaj Scooters faced difficulty in Ckirketing its 
scooters. The nev law prohibits tno sale of scooters without 
indicators. Similarly, traditionally well established Jawa Motor¬ 


cycles disoovewd thoir parket euddoniy yanibhina with the ■\d,v^nt 
of new iuu'l efiiciwut techiiulogy bis<iud motor cycles Such as H^cro— 
bonds, Y,.4ihua* etc* fhferi.'fore, it ia essvhtl^l to plan mrketing 
operations in sdvancia t<> &U set th« effects oi change. 
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may be required for making decisions, a decision maker has to 
rely on external sources '"Iso lor collecting the necessary infor¬ 
mation. For example, anoth-r T', zl cl the sources of 

marketing information is: (a) Prirairy sources and (.b) Secondary 
Sources. , «, » / , 1 , t 

Primary s our co s; Information collected directly from the 
individuals or organisations about which the investigation is being 

maiie-j-S-.c9jJ.ed--primary inforniatioxi or primary data. For example, 

some 

if some infornntion is required about tnt ouying habits of/.buyers 

the 

and if it is collected directly from_^individual buyers, it would 
^be—callad primary data. The buyers vnlo are contacted for getting 
such information, ^becomes the source, of getting the information. 
Other sources of obtaining such information can he employees of 
a firm, its salesmen, competitors etc Hie important metnods of 
collecting primary inforcition art. surveys, observations and 
experiment, 

.Secondary., sources i As collection ul cat- ir^ m primary sources 
involves lot of time and m^ncy^ ^oaurally second.^ry sources are used 
for the collection of needed--infbrma,tion,bg^most ■ 

collected through secondary s..'urc--.s is called secondary data. It 
consists of such information which has •■'Ireidy tt.en collected for 
soj» other purpose. It is that inl-rm^tini or data which is not 
originally collected rather obt iineti from published or unpublished 
sources. When a decision ..laker utiii;ts theSe sources for obtain¬ 
ing the needed information to sjlvo bis problem, he makes use of 
secondary information. Following are some uf the important 
sources of obtaining secondary iniormatlon; 

(i) Libraries - Libraries - both public md private which receive 

various reports, journals, bouks, documents from various institu¬ 
tions are good source of second.ary .tiiru 

(ii) Trane Publications - Trade/in’ustry assoc*ati;ns and business 

houses publish relevant data al’-*ut industry, caiopvtitlv.n, raw 
materials, goverriaent policy, i.-p'orio and otc. 



- 139 - 

journals and uiagazines. These journ..l£ i,Ld magazines (c.g. Rubber 
India, Coilee Journal, Federata.on Ktrs ^ j':jnj-iic Trends) are a^aJ 
sources qT secondary ^nformation.^ 

(ill) Government'Publications ^ Various governiiiv.nt d^-i^rtucnts 
and agencies regularly publish diifur.-nt r'eports, tulL^-tins, etc. 
These governmental publications such as Rbl's bulletin, ii«port 
on currency and Finance, Export Import Statistics, etc.,are useful 
sources of information for a dccisi-.n maker. 

(iv) Business Firms : Business firms 'Jse collect inform.tun lor 

their use. At times they publish statistics anu reports :bcut 

their operations such as sales, profits, exports, etc.,in tneir 

annual reports. These reports constitute useful source oi 

obtaining secondary data. 

(v) Specialised Agencies : In the rnc.nt past, many spLCialistd 
agencies have emerged whose main funct- 'O is the systematic' collec¬ 
tion, storing, analysis and supply of ■ . ■^mition. These .genciec 
cater to the data needs of the d<-cisa. n ...ar.t. 'ud re so ire.^nrs, 

I 

Some of the Indian professj an'’] ,inf'.rntion a. u.icie.^ *ri li'diB 
(India Market Research Bureau), ORG (Operatiwnal Researc.. Gruip,, 
MRG (Market and Research Group) and Path Finders. These a'jenciot 
supply useful information which helps in speedier decision riiking, 

(vi) Internal Records ; All firms maintain their own r-^cor^s in 

the normal course of their business Very exhaustive s ly itk -.ro 
to sales, advertising expenditure ^market share, etc. Bala pro*, 
be very useful in an Investigation. 

8*5 Methods of Data Collection 

There are different ways of collecting priiuary and SQCwndaiy 
data. Also,' there are different procedures and methods involvori 
In their collection. However, given the advantage® and uisadvanta^t^s 
of secondary and primary information, ;..lli-ction of sec aoPiry 
infornation is relatively easier. Thu major s’leo in the o llo'-ti u 

i 

ef secondary information is identific'itlun of sourcco ’‘,.*1.,!! 
infwould be c.21-ciu.‘. TK import,.nt r, ** 
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docuEicnts, journils, data banks, bo^ks, government publications, 
etc. Mtcr identifyin:. the suurce, efforts would te required to 
appr-acii tiic source and collect tae needed iniormitijn. 

The Collection of primary data on the other hand, is not 
siiiple. It requires let of efforts on the pint of the investi¬ 
gator to c jlle-ct primary data. The inport.uit me tied for the 
Collection of primary data are given as below; 

(a) Survqv ; Survey'is the most widely used nethod for the collection 
of primary data. It is a cicthud whereby the researcher collects 

infurmrtion by asking questions to the people who form the basis 
of study. For example, a firm thit wants to know about people's 
knowledge, beliefs, preferences, likes anei dislikes, about some 
aspects may take up a survey to collect such information. There 
are three important ways in which the surveys can be conducted. 

(iJ personal I nts-jrylewj.. in this method data art collected by way of 
personal interne tiun between the i-»vestigator Laid the respond ant 
about whom informatioi. is require^. The j-ntervicv ho takeng-t 
.their heOes, offices or some other pi ce. Since interviewing is 
done face to face, correct answers caxi be expectec t: be obtained. 
However, tnis laetneu can net applied to obti'in ‘i it i at a Very large 
scale because of non-availability e'f trrined ^nd competent 
interviewers. It is ilso time consuming and cestier luethod of 
information collection. 

i Q t ji j rvic^ Telephonic interviews involves use of 
telephone for making a contact with the respondents. Kio question¬ 
ing is done on telephone, Ihis ai-thod enables culloction of 
information with considerable and at less cost but the limitation 
is that in a poor cewntry like ours, all the people from vhc© the 
inforftfttlon i® nsetled uif not be having teli^Dhcncs* 



(iii) Mnil Interview ^ Mail interviews are particularly us^d ti 
collect fairly large amount of in .rrnti n fr respondents scatt¬ 
ered over a vast area. In this r.'. M ’ * uostl-rn-.iro h form 
having a number of questions) is sent to people from whon the ■ 
information is to be obtained. This method provides respondents 
with greater flexibility in answering questions. They giv« more 
honest answers as there is nobody to shy from as there is no 
direct interaction involved. ’The respondents can tike due time in 
finding the correct answers, However, the main disadvantage of 
this method is that it is time consuming and a large number of 
people do not return the questionnaires. 

(iv) Observation Method i In this method, primary dntn are collcictv-d 
by observing people, objects, occurances, actions and situations. 

For example, instead of asking people as t-■ which particular soft 
drink do they like, data about their preference could be gathered 
by observing -thoir actual purchases at a soft drink sh-jp. Inis 
method is used to obtain inlormatioxi tnat i^eople may be unable or 
uneasy to p''''ovids. For example '’i..‘'-r . . - t t- f--! 

which particular part of an 'advertisement interests him rnoj?e. 
Similarly a small child can not give information aU.ut the taste of 
van JUS baby cereals that are available in the market. This c.:ri 
only be observed by his facial expressions when he eats or tast^-s 
them. 

Observation method can be used to collect information about 
(i) how buyer negotiates across the counter! (ii) how he moves 
around in a retail outlet; (iii) which particular cloth/dress is in 
fashion; (iv) through dust bin checks, which brand of an item of 
daily consumption is more popular, etc, 

8,6 ' .Organising 

You have learnt that in order to min'ige marketing uper''ti'-'a6 

effectively,-various decisions in the areas of product, price, 

promotion-and physical diatributiuii nive to-be taken by n firm wU 

0 cvntinubus basis. A systematic c n. 

bf 'liif i& necessary tc ensure effectiveness uf 
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the decision in these areas. To ensure that, a proper organisation 
oi marketing infornfition is essential. How can these information 
requirements be net is a ^uestiOii tnit managenent often faces. 

I 

These are two broad alternatives-available in this regard. These 
are t 

^ • > 

(^) Maintaining own Marketing I nf orn iti on Syste m; I'iostly large 
companies who need information on an 011^0: i' basis establish their 
own marketing information systeu. This system functions as a part 
of the organisation. The priijiary function .of in a company is 
.-to gather, sort, analyse, evaluate and distribute pertinent, timely, 
and accurate information for use by marketing decision maker* 

This method of organising marketing information is not sui¬ 
table for small companies which do not require data in large 
quantities on an ongoing basis. Secondly, it requires substantial 
investment in u.en, equipiients and procedures which renders it 
beyond the reuch of many smaller C0i.ipunies, 

(b) Buying In formation from outside. Agencies > Buying information 

from outside agencie^ su^h as advt^t^sine, agencies, professional 

data collection and servict-s at,<^nrit:S, ttc.,is increasingly be- 
< 

coming popular these days. These dt.v.ncj'-s collect information 
about market shares, buying beh-.viour, .npulirity, popu¬ 

lation snlfts and changes, psycro. r q-nic, medu. effectiveness and 
reach, etc,,on continual b..eia md supply them to their clients. 
This enables to obtain mirketin^ information without having 
collectii^the same personally. Since these organisations are 
professional organisations, they are expert in their job. So the 
data is likely to be ii.ore rtliable. 1110 main disadvantage of 
buying information fro® an emtsidv igancy is that at times 
requisite data art libt available. Secondly there ere chancej? 

Of supply of data which is jutdaUi unreliable. 
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Vilhich particulars alterriatiV'^ a company should use i,e. 
whether it should develop its ov.'n narkating information department 
or* buy iniormation from outsiJs, -L-ncy will depond upon f'^ctors 
like financial and organisational strength of the company, infor- 

* ^ I « ^ 4* kl . , V 

mational requirements, quality and o\ -1 I'^y of iniorniation 
outside, etc. 

8.7 Summary 

With an^ increase in the coripl^ixity of iiiarketing decision 
making the need for systematic colltction analysis and interore” 
tation of information is increasingly felt.Such information is 
necessary in almost all areas of marketing such as product, price, 
promotion and physical distribution. 

The major sources of collecting marketing information cai be 
broadly classified into two catogoric.s, which are internal sources 
speh as;firm's own records, statements and files and external 
sources such as published docuicnts, reports etc. 

Another way of classifying sources of marketing infurmatii.n 

I 

is putting them as primai'y ^^nd oucon r sources, wnen information 
is collected directly from the suhjecL, x - ^ 'icnd, for the first 
time to solve the problem at hand, it is calls 1 primary information. 
While secondary information is collected originally by soSie body 
else for his purpose but the same information is utilised by tte 
decision maker. The secondary sources of information include 
libraries, trade publications government publications, business 
firm's records, data collection agencies, etc. 

The collection of secondary information is relatively an 
easy job. Here one has to first of all make a survey of the sour:£5 
from where the needed infortoation is to be collected. Then tte ‘ 
Suitable sources' which oifer desired iniorntetlon,- considering tne 
hature and type of infprraatlon needed, is selected. Two imi-ortont 
aethode for collection of priJ3:-Ty inf-rmation zvk surveys an-'! 
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I 

CHAPOSH 9 I MiiHKBHNG MD 30ClETy 

' I 

■If43;.alnK Ol.1^.ctlves 

iiftor stuc3ylnrr this ch-itoi, yc'V '-uld be able to » 

1* uxpiain the social aspects of nark^ting and the 
najor criticus lovollod against Liarketing ; 

2, ovaiuato tha critlclsas against narkoting ; 

3, explain the concept of consTJinorisa ; 

4* describe the role c.f governnont and the law in rv3gu.- 
lating indesirable narkoting practices and protecting 
the consiiner interest ; and 

6, explain the najor provisions of the MRTD i^ct, Ctonsunor 
protection het, S'-andards of Weights and Mdsure^ Act 
and Essential Ccnncditlos AetjCs they serve to** pro-.' 
toct consun^r, 

9.1 


9,2 


The previous chapters were dovotc-d tc' descrrlbe in 
detail the neaning and role of narketing, the c ha lion go s 
i p^oj. ttinitl«-:s by u^rkoting -iivix’^naeiit 

and the concept and eienonts of narketing nix. Tho present 
chapters is a little deviation fi-au thjsj..It describes 
sone of the inpcrt^^/^^^flp^cts r f nark.‘ting. Apart fren 
explaining the social -spv-cts t;f narkoting, it evaluates 
thu criticisaas against narketing. It also deals with tho 
concept of consuncrlsn details aone of the inportant 
laws regulating Indesirablo narkoting practices. 


Karkoting and society close interaction and 
inter dopendanc©. It c.an imv,i both positive and nogalxLvo 
off gets on «y.*ftsnr»ir '?nT its gacd and bad effoct 
on society, narketing r^ts cro^Ut -'s well as discredit. 
Sene of tfe3 Irirrtait c---‘ibuti^-n ,,f a.rketing ty a^cioty 
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aro Q'S follows t 

(a) By making the right products v.nc survic^ s avaiiablo to 
consunorg at right pricoj thrcu;l "^r'o.x-ntly located 
stores and By giving proper inf'ermatiru nj.i ^uucati. n to 
the buyer about thu product, n rketing h:,lps th- buyer 
in getting naxinum utility fr n the product, Social res¬ 
ponsibility involves business -ctions based on a sense of 
norai obligations, 

^b) Every day, froii morning' til] uvening, we riCke use of so maii^ 
products, many of which were produced in different parts of 
the country or even -.utside tho country. Marketing has made 
it ail possible for us. 

(c) Marketing is an innovative activityi Through planning and 
Introducing a new product, evolving and modifying tho pro¬ 
duct package, adding now features tc' tho product, suggesting 
new uses of the existing product, marketing plays the roia 
of an innovator, 

(d) The slogan in the marketin'^ ’«r)rld is i ® innovate or die **, 

The successful marketer is on«j who innovates ; h; cannot 
depend on the old'.dnd existing pi?oducts. If he does not 
innovate, the competition will drive him out of the markev, 
Through innovation, marketing holps the society in enjoying 
the benefits of scientific research conducted In laboratories, 

(e) By bringing about efficiency in the distrlbutirn system 
marketing helps reduce tho crests of distributio4 ^hd make 
the product available tu tho consumer at the place and 
thjeugh the channel most convenient to him, 

(f) By adopting logical pricing plicius, and rational prion 

fixation, marketing managers can do a lot of aeryloa to 
consumer and the society at larf'O, Improved pricing uocislons 
will load to proper allocation c- -u 
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Marketing communication ^ iso direct link with the 
society, The major tods ox corjmunica OAcn * advertising, 
personal seizing, pudlicj.ty and sal=s promotion have 
significant Impav^u ou auo- . 5 ax;c*ronGss, know¬ 

ledge and consumption pott^rns of >»j.isuniers, 

iidvertising and pubiicity mako o' uhe most 
medi?, and the product mos .c-ges carried of the madia 
reach not only the buyers but also othex"* members of 
the society. These messages serve as a useful price of 
consumer and public awareness anr education. They go 
to a large extent in changing the social values and 
the beliefs and attitudes of individuals, 
lections ^g^lnst Marketing 

Marketing is the most criticised part of business. Many 
of its activities attract public criticism. The major objec 4 .' 
tions and criticisms against ..irkcting, can bo classified 
under four categoric?!, 
i, criticism pertaining to prof, 

ii* criticism pertaining to price 

lil, criticism pertaining to distribution 

iv, criticism pertaining to the promotion, 

9.3.1 The Product 

Some people biamo marketing for supplying defective, 
useless and poor-tiuaj jty goods, Madiy unscrupulous pooplo 
do not maintain tha appropriate standards of quality control 
and fall to adhere to the product safety and quality standards 
laid’ down undor.tho appubrlatc J-.’gislatdona such.’ae thorotugs 
and GfosmtioofAct, 1940 and tho airoau of indian Standards 
Act, 1986, and tto Agrioulturj produce (grading and J^rketln^ 
Act, 1937* Ctonsetuontly, many drugs have adverse side effects, j 
products lilio stoves und .dr*:.;ts load to accidents 

lea ding to physical iniu,-.ry tc cn. , including death* 



people antisG marketing for cr.^ating artificial 
dir'erenti'^ tioii and often oonfusirig buyers ^Ith similar 
oi dc,3^rifcively similar prou'^bs. Too muih moncjy is boing 
t by certajoT. snp'ii-i: o i .roduct prodfi^St 

luiijs of ton do not conta{ii complete information no ode d by 
tliL oourrumcr, Snch as contenus, unit prices, directions for 
car j and use, etc. 

Product v^r^anti'^s and after-sale service cr;ntract3 
are often not honoured. 


people criticise markoting >for higher prices - of 
products 'r-'- j-i /2 3-^s, -unoi^g the factors responsible for 
riuce Incr ‘ase, throe are attributed to marketing alono * 
■-jo’-' -ISt of distribution* lugh advertising, soiling and 

4«1 

jajo'-' pnmotion costs and higher margin of profit charged 
ty ano raanufact-jirers. 


i,-nkhtiiclQIL, 

Th^ Ci-’ltic.sm in rGsn'''t -^f d:* ^tributed system is that 
.it oft^n involves long ch‘'nnoi and too many middlemenc. iPrt 
• ■eiaii outlets indulge in extravagent expenses on cnsterner 
oniei’tajnment, airconditionod sho'W'-rooms, etc., which iiic - 
nat.O,v the customer pays through his nose. 


From the vi^w point of social criticism, promotion J" 
the most vulnerable area of marketing, people crlticis. 
marketing for misleading, exaggerated and often deceptav 


advertising claims about certain products, Mai^ cons’X'^cr 
goods Gompejiies spend too much on adverttsinE, many - 
are repetitive and unneosssriy. Instead of spanning; » --aicr, 


■"vu ndvortising and sales pmmotion, th^' company 
- bonafits to thP customors by way of price r dv- 

apAi ci'u^ Xity improvefiKij.c, kiii/ Uu/wrtipwmjnb 



* t 

froa tho uthicai vi -w point. cidvcrtis^-monts are in 

bad taste and cross thj lir.Mt, .r d.C‘^cy and ncraiity. 
Certain advertis-iiont have evi^ -ii.-cc ->n yomg children 
and laaite indocuno j£ 'Women, kwiy people are 

motivated to 'buy things wiiicn not needed by them," ' 
Instead of being informative, most of the advertisements 
are persuasive and r.^mlndiiig, 

personal soiling too has its om sliaro of blame and 
brickbats. People cx-iticise marketing of high-pressure 
and aggressive sell.ing. 

However, an these i-vil end undesirable practices 
of marketing arise in the absence of the marketing philo¬ 
sophy, namely, tho custco-r orientation. If a company has 

gives 

actually ad-^iptod the -Hrk-ting concept an^customors his 
duo importance and considers custonors satisfaction as 
its ultimate goal of m'-rketin:, t v-'C the xibo'vo weaknesses 
of the marketing system will disapptiaj., 

0.4 .SQflsmsiyjLaH 

Gonsuaorism is un organised movement of citizens and 

4S 

govornmont t> ,.nhance the rights and power of buyers in 
relation t' sellers. 

John F.Kennody, Former president of amorica, said 
that ail consumers hdv^. the f-^llciWing four basic rights t 
i) to c'-foty-, (!,'-, th^, pit)ducts bought must 

b- safe and fr> e frem risk and h-alth hazard) 5 
ii) Right to be infornsd, (i.o. ho should got complete 
and adequate inCcrmation about tho product and 
its usage) j 

i±i) Right to ob&oso, (Ck) in product selection 

ttoough variety of . available)! and 

iv) Rtijht tr bo hoard ( i.o, to should have voice in 

decision uakinf* ato his griovanca should be duly 
radresis'd), > 
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In Indiaj tho fo Uro'vd.ng rights havo h'^cn considorod aa 
basic rights of the coQsunors t 

(a) the right to be protected against the aarkoting 

of goods vj.’- h-^ardous h lifu aad propt^rty j 

(b) tho' right to bo inford-sd ah.ut thj quality , quan¬ 
tity potency, purity, standard and prico of g 3 ods 
so as to protect th.i consumer against unfair trade 
practiCGs j 

(c) the right to be assured, vrhorevor possible, access 
to a variety of goods at competitive prices 5 

(d) the right to bo h.-ard -nd to bo assured that con¬ 
sumers interests will r-ooivo duo a-'nsideration %t 
appropriate forums ; 

(e) the right to seek rcdressai against unfair trade 
practices or unscrupulour exploitation of consumer j 
and 

(f) the right to consumer oducaticn, 

Th^se rights of the consumors <^rG sought to bo produced 

- If 

and protected through legislative mcasuros contained in a 
number of enactmants and by vr'luntary consumers organisations. 

In factj consumerism stands oxi tw: logs, 

1* Consumer protoction thiv>ngh l.'gisiative noasures which 
are enforced through tho statutc'ry onforcemont machinery, and 
ii. Collective and organisod efforts of consumers themselves 
against exploitative and unscrupl.uB businessman. 

More over, the business aist b ■''j ^ xr.ie to play in con¬ 
sumerism, If tho manufacturers n. . q f. »'.rs of goods and 
those providing sorvicos tc C''nsum 9 r 3 darj for wnsirners, 
the Tol© and importance of the tw ma^or •^'f consumerlsa 


get raducod. 
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9,6 Rcio of .tho . ..• y p„,JLii; i : 

Wbsro tte n^irkotir , p''5'‘plG> fail f' fiischargb their 
clal responsibility ani. bohav^ ;ji an irresponsible manner, 
tho Govarnnont tos to s-ep in, 5br this purpose, certain 
legislativo have been enacted. The rAjor legislatiohs in 
India which provide for the regulation of undesirable 
marketing practices and for the protoction of ccnsuinor 
intorost are as follows t 

(a) Tho Monopolies & Restrictive Trade practices 
Act, 1969 ( as amended by the 1984 Act ), 

(b) The consui'vor Protection Act, 1986, 

(e) The Drugs Sc. Go sms tics Act, 1940, 

(d) Tho prevention of Fc^d Adultor^-tion Act, 1954, 

(e) The standards of Weights & Measures Adt, 1976, 

(f) The Essential Conroditius Act, 1955, 

A brief introduction to ohe xuajor provisions of those 
legislations will b- givun In this chapter, 

Atjcrt frc'n '^h ' ' ' .wt .1 ^ .nl th:ir sn- 

forcomunt nachln-Ty, th- central .>nd state gevemnants have 
exGcutivc powers to curb any such carkating practice which 
may bo ternful V- tho public interest, 
s.5.1 Act, 1969 S 

^ The Monopolias and Restrictive Trade practices (i-IRlp) 
1969, is a major legislation which vitally influences the 
decisions and practices in the fields of production, dis¬ 
tribution and supply of goods and provision of services 
in In<tLa, It serves as a major instrument of consumer pro¬ 
tection, 

jQi© MEtP Act is intendd to- control TOhopolies and 
restrictive and unfair taf<ado pncticos. The Act, howov’T 
dcsss not apply to public '.©ctor uaderttvings, government - 
mrnagod prlvat^i sector undartakir fluraciai Institutions, 
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dooporativa sociatias and trada 'unions, 

i 

A statuatory high-powocad b"uy, im^'Wn^ 

as itonoplies 

and nestrictivc Trad. }r_.acic a (MkTp) Go^juission, has been 
I set up to enforce the l-gisla brv provisions of the Act, 

It is headod hy a ;]udge of lii-.. ' -rt or th^ suprome court. 

It has 2 to 8 other members. 

Tho Commission conducts in ,uiries ia m-ittors pertaining 
to control of monopolistic, rostrictiv' end unfair trade 
practices. For -pfurposcs of ccnducting any inciulry, the Commi¬ 
ssion has the same powers arc vested in a civil court. 

The proceedings before, the Gommissicn ar^ deemed to be of 
judicial nature. 

In its working, the MilTp Gonnrission is assisted by 
the Director-General uf Inv. stigcticn and iiegistration 

(D.G.I.&R,), 

He is required to conducts invastigations and to main¬ 
tain a register of r-:''trlctiv" tiv^ds agreements. He also 
WDTks as an advocate of t... prof e interest in cases coming 
before the MRTp Commission. 

9,5,1,1 Ml no pn .11 Stic Trade Practicc_s 

In order to increase their profit ana market powerj 
certain business firms ore tempted to charge unreasonably 
high prices and prevent ccmpitltlon in the market. They 
tend to lower the quality of gr-ods supplied and to increase 
the prices. These busin^jss practices tend to create s^nopoly 
and often harm the public interest through the exploitation 
of consumers. 

A monopolistic trade practice is essentially a trade 
practice which roprosonts the abuse of narkot power in th® 
production and marketing of :J)ods cr in thu provision of 
services by charging unr^nsr.nabl^' high prices, preventing 
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or raducing compQ title ft., liralting t^chnlc^il dQVviiopni(sn.t, 
dot ’derating product cipalityj or ty adopting unfair or 
docoptivo. practicjs* 

itonnjx)llstic ,tradj pr-.-otiacs aro pought to to rogu- 
latod through appropriato ordi-r -i ^ • f ty tho Gen'tral 
Govornmont (Dopartaont of Company Affeirs) , which is pro-* 
oedod by a fortial enguir^' conducted by tho MHTp Commission, 
The C9ntr§l Govarnraont ims boon vested with wide powers 
to pass any order as " it may think fit ” to ranedy or pro¬ 
vent any mischiefs which result or nay result from any 
. rjerc:rustic trade practico. It includes tho direction to 
party concarnad to stop thv. said practice and not to . 
contiruQ it in futora ( coasc and desist ” order ), 

Tho or^or is legally binding on tho party concerned and 
any non-compliance tr dlsr.-gird of tha order amoimt to an 
off snee w-hich is punishable und-jr thj Act. 

9,5.1.2 Matrlctive._T_rade Practlc-s 

Marketers oft<~n indr:g' in r* -^tain trade practices 

I 

which restrict, reduce or prevent cc..ip-tition in tho market 
and thoreoy harm th*- coneumor interest. Such trade practici^ 
are roferrod to as restrictive trade practice, (2). 

Thu concept of restrictive trade practice is very bro^ 
and is n'^t confined, to trade only* It inciudos practices 
followed in tho course of producth-n, distribution or supply 
of goody and in the pr;vision of sorvicos, A restrictive 
trade practice can bo adopted by a manufacturer, distri¬ 
butor, dealer, supplier of g-'chs, or by one who provides 
any servlGe or carries on any profession or occupation, 

Sestrictlva trade practices ore sought to be regulated 
by three tevioes * - ■ 

1* Hogistretlnn of restrictive traC3 practices j 

pKseise, ddfinatiTTTT"*" rostrlotlve trade prai^ 
tie^s*, see section 9(0> -tfen Aai, . 
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2, Restrttining persons frr.n Inlul^iA^ i,* ^ ’ti\■ 

trade practices hy tho METp Gjn*.ii 3 sion 
enciuiry conducted "by it 5 and 
f ro tiit it i_i n 4 «i^-..i 4 ii'Lu-i 

An agreonent relating to a rostrictiv. trade pr-3~<at.lca 
is required to 50 reglstor-''cl with tnc Dirccter-G ner^''-IL of 
Investigation and Registration. Th^ tjspos 0 " ’ striti'tciv, 
trade practices, which nako an aErv-Orc-nt ijgist rabl ci 
listed in the MRTp Act, 


Tho corapulscry roquirenent of the r, gistx’iti o”. i' 
rictive trade agrx-onants serves as a ..etei-rant t- t!-* 
against resorting to restrictive trade practices, 

Tho MRTp Gomaissicn is capeverod to 'P p\ir ■ jn 
trictivG trade practicos on any of the follovin'^ 

(i) a ccnplaint rocoivod froa ani- trade 'XL^5. r , ^ ^ _ 

fro a any consxinor or consurjors' ass c-’etiL o 

(ii) a rcforcnco rec^-lv i fron the i.r-ral c-.o *, 
any St vto Gover'^r nt 

(iii) an application rac jived fnai the DiruOt..r 
Invostigation and Rogistracion 5 


(iv) the Connissinn’s knowledge or infr CT.i-ti *-* 

t 

After conducting the enquiry, if tho IlRT? '>a i ^ 

' hjij 4, 

of the opinion that the practice is harnful to in ^ 

interest, it TOUld direct the party concemoi. +■- 

j ' 1 ,;^ j'-', 

the practice and not to repeat the sane, ( ‘c-ip, •. 

: j a 

order). 


The ’ effect on coapetition is of cxuci--i. ir- 
in tho regulation of restrictive trade practicus, 

While the sellers are onocuragod tc tlz * ^ 

j*."" ^ 

sale prices for ^od$j hre forbidfton fren ^ 

nnn* ro**sale prices. No aamiTacturo c r di»tx*'l '-f ^ - " 5 ^ ^ 

is pjmltted to prescribe vhv ninLxi::j priCwf ' >•-*** 

or 
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goods* Bxcnptlon from th- prohilitiori c^:ri b'j j,ro,ntjd by 
tho MRTp Gonmission only wbjii tho liro s£>.tlsfiod tho 
cJOEuaission on. ony of t*ho grounds sp'-cifi-d in. tho Act for 
tha.3 purposa. So f-r .ily products h-v. b on granted 
such Gxonption in Indi—, Tlijs. c.x*g Si i-oty natch ano. news** 


paper* , «*#<■. j. > '«K' *».• -i < 

9,5*1.3 Unfair Trade Prac tice^ 

Broadl^'' spoaidnc, any trade practice which is consi- 
dorod unfair and mrpiful to the c'usumer is an unfair trade 
practice* Ibwevor, as defined under the MKIP Act, an unfair 
trade practice r^f^rs tu any of the five trade practices 

3 

spocifiad under the Act ^ which ar-c aClpted for the purpose 
of piTjoeting tho sale, use or supply of any goods or for 
the provision of any services, and which cause loss or 
injury to the consumer* Briefly stated, bheso practices 
are i 


a. Misleading advertising and false representation ; 

b. Advertising of bargain price (or bait advertising) 
and switch scaling ; 

0 , Offering of'•’■p sue do- gift.|| or • prises and conducting 
of prc-mctiniai erntest, lottery and ganes of chance 
or skill 5 

d. Supplying nf unsef or hazardous prjducts 5 and 
o* Hoarding or destroying gaods, or refusal to 
soli goods, resulting i.i a price increase. 

Unfair trade practices ar. s,u it to be regulated by 
way of a coase-and-desist order pass ad by the MHTp Ooniai**' 
sslcn. Before parsing such an ordor, tho Gonmission is re¬ 
quired to conduct a sfcatutc^ry enquiry into the alleged trads 
practiO'0, 


Section 36 A 
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Barring miner dovlations, the preced-arc ccnctuctihg 
the enquiry -into an unfair trade practice and. the conse¬ 
quences or the enquiry similar to those pertaining te res- 
triebive trade practices. 

Thus, the MRIS> Act contains offoctivo measures faf 
the protect ion of consunor intor^^st through the control of 
monopolistics restrictive and unfair trade practices in 
India and the IvIRTP Goniaissi-n has b-.;n >-'ssignod an important 
role as a consumer protection agency. 



The Oonsuiaor protection Act, 1986 is the latest addi¬ 
tion of the list of legislations for consumer protection 


in India, 

Tho main ohjectivo of tho Act is to make -provisions 
for protection of the interest of consumers and to establish 
consumer protootion Councils and other authorities for tho 

settlement of* consumers' disputes. 

The following typos of natters are dealt with by the . 

Gonshmer Protection Act s 

1, iiny defect in the goods bought by any persoh *, 

2, Any deficiency in th services provide , 

-3, flxoessivG price charged by any for any goods J 

.toy loss or danago oauso to o [orson as rasolt of 
any imfair trado praotioQ adoptsd by any tra^OT. 


^,6,2,1 Defective 


-Any grievance arising out of any 'defoct in goods oaa 
be redrossed under the Aot. Dofeot noans a«W 
feation or short oonlng in the duality, auantlV, 
purity or standard whlob is required to bo nalntalnod bf 
or under any law, suoh as tho Bureau of Indian Standards 
Aot, 1986 AgriTOltural produco (Oradiug and Kirlcattos) A i 
IsS? or the Drugs and Oosnotlos *ot, 19d<( or as el'to *5^ 


the tmdoir mamiwV, 
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9*5,2.2 


2 . 5 . 2 . 2 


Doflciont Sorvloo 

A sorvicQ ■will bJ considorod, d'jficiont whian it 
has any fault, iuporfoetion, 3hortcx)nins or inadequacy 

I 

in tho quality, nature, and aanncr of lorforoance 
vhicjh is rcquirod tc b- nfintaincd und^r any law or 
has b< ^ undertaken to bo perfornocl by the person con¬ 
cerned. 

The scope of tho turn service is very wide. It 
covers sorvicos of all typos such as banking, financing, 
insurance, transpcirt, processing, supply of electrical 
or other energy, boarding and lodging, entertainment, 
.anusouc-nt or tho disslnation of news or other information, 

I 

Howver, two types of survicus are excluded : service 
provided free cf charge and frj. provided as an omployoc. 

Thus many of thosu undertakings which were exempted 
fren th; regulatory uoasures of tho Act have been 
included in scope of tuvj Gonsmer protection Act, These 
undertakings inclr.\ t-’ici !:y Beards, State 

Transpert Corporatir’ns, S:,usinc Boards, x^-ilways, Tole- 
comounicatlon organisations. Banks, Lifo and General 
Insurance Oorporations and Consurer Gc^oporative Stores, 
How any consumer of those services can get his griovanco 
r*jdro330d at the lovol of tho appr priato (Consumer pro¬ 
tection Agency established under the Consumer protoction 
Act, 

■Bicesslve Prlclno 

Complaints of charging oxcossive prices for the 
g>ods are quit® «X)iapon in India,, Co,nsuQGr pro-teotioa Act 
has ccc- haiAiy for tha ccmm:n man. If any trader obargos 
Lic3?c tton the pii,cc inlicati-d on thw label, package cr? 
any adv-'rtlsemjnt or ixad undar low, njca the SgEson- 
ttai OaoBcditias Aaty ha can "hi nada aaacvnn'tabfio and got 



br.-ut. "ractic'.s is 
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haulai up by v,e buyor, 

9,5. ?,4 

Al'th'~usb ^jiia Tvi^Ut, - -ij. 

IT; viia.d undar th: Yl'’''^ ’“.'i 

. i 

ncasuros thore wora inadequate and often in efSctlvj 
becausG of blankab exan'pti^n grantee! to'puBXie s-'cV.r undue 

takings, 000x1 rafcives societies, otc. 

The neaninr uf unfair trade practice used in the cen- 
' sureor protection ict is the sane as used in rhe JltiT? Ac u® 
The only difforence in the provisions of th: tu '■f r 

the regulation of unfair trade proctices is th^t bh- un¬ 
fair brad' iractnc's inealqed in by lar'ii on' ininant 
undertakings nill continno to b. jovern-t cy ^ri> ^ 

In obher words, the un-fair trace pvac-cices of r.id-.+ak u: 
other than the l-rgu ond iouin'^nt U'dcrtoki-.rs cm I- 
controlled either by the IfflTP Goimlssi. n -r tin ©'nsim'"! 
protection com li s sic nr/i. runs s^t -.q m*der the Coiis-urun 

protection ^*ct, ^ 

Who can nak<- a .cgiapiSinbi^ 

The complaint before the consumer protecenn esancr/ con¬ 
cerned can be filled by any of th ■ foll^^-'-ng » 

1, any consumer 5 

2, any recognised consumers’ association 5 and 

3, the Cenbral Government or any State Goc'ernncnt 

The machinery provided for the enforcement of ' 
latory meas^^ros ol tnc Gt.n^offier protection Act is u 
tier one - set up at tne ili.sbrict, yt-^t; miu 

levels* Thesb boOl^s are loiown m 1 

K.strict Gonemo: Disputes Eecirass-.l - 

(set up fur each alstrict;, 

4 . . ■* ' , 1 -- ' ^« 'V'T** idsicHi 

2, 0tatQ Gpnau-ar v. epu^-s< ** a - *4 

' ( for ueeh sta so ; * 


r vj iui. 
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3, National Consmayr Disputos i 1 :.dr. ssai Connission 5 
( at tha apJX level ), 

. The District Forurj -ntortaiiis th,- complaints involving 
claiiis or loss, .t-.:y^n. ^ i^clnt'aii^i. th prico of 

tho product and the conponsc-tion claiitiod, 

Xhe State Connission handles cases .iriVD'iving a claim 
of any amount botwoen Bs.ono lakh and ton lakhs. 

The casos of clairis cxceoding Rs.Ten lokh go to tho 
National ComLiisslon. HjssG ConinisslDns and Fomns arc sta¬ 
tutory and hl^-povorod bodios enjoying status of spcscial 
typos of courts* Hioy vork like civil courts, Tho orders 
passed by them have the backing and force liko that of a 
court order. 

If the District Poruns/State Gonnission/Naticnal Gonni- 
33 ion is satisfiv^d that th- goods coaplainod against suffer 
from tho defoot specified in the complaint or any of the 
allegations against tho s'''r'>'icos o,rj p.ovedj it is om- 

povorod to di‘(XJ-t p rty as follows ( 

a) to remove tho defect coiicorn-d 

b) to replace the goods -with nov goods 

c) to return to the conplalnont bho price of the 
product or tho charges of the services 

d) to pay such amount as may bo awarded as conpunsatiai 
to th- consumer for any loss or injury suffered by 


him. 

Thus, the Consumer protoctlo.n Act provides fbr the 
spoody, inoxpQnslvy and c?onvuniont rcdrossai of cnnsxamor 
disputes. 


s.6.,3 MaikQtinf! of Drugs ^ Gfis no tieg in India 

In order ta protect tho consumer the unscrupleus 

and unethical pr.’cticas of sanur^cturars md dodio-rs of 
drugs and cosmotlcsj Sx?vciai Xo^slatitrc oAsu^s baW' l)A®n 
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;provi(3.ed in India. Theso previsions arc containod in 
the Drags and Gosnotics 194o, Tha main ohjactive 

of the Act is to prevent the supply of suh-standard drugs 


Co Si. 


.otics 


idioal 


and heaitlm care. 

The Act lays do>ffii the semdards of ^iuaiity for drags 
and cosnetics. The act prohihats thu inport of (i) any 
drugs or cosmetics which is not of standard quality of 
(ii) any misbranded, adulterated drug and cosnutics. Simi¬ 
larly, tlie standards of quality have been laid down for 
the manufacture, sale and distribution of drugs and cos¬ 
metics. Manufacture, sulo, and distribution of sub-standari 
misbranded, adulterated and spurious drugs and cosmetics 
is prohibited. 

No person is allowed to manufacture, sell, stock, 
exhibit or distribute any patent or proprietory medicine 
unless th<ere is displayed on the cabol or container the 
true formula cr list of active i. , ' ^ic-nts contained in 
it, together with their quantities. Moreover, the informa¬ 
tion relating to the date cf manufacture, batch nunbor, 
maximum retail selling prices and direction for storage 
and use and necessary warning of dangers of improper use 
Should also be given. For speified drugs, tho date of 
expiry of use should also be indicated. 

Furthermore, a license is required te manufactoro, 
son, stock, exhibit or distribute any drug or cofflietics. 
The Inspectors appointed by the Central Govonwnt 
or a State Government have boon given wide powers to 
tho promises and^ take sampl-s of a drug or Co tootle#. 

Several penalties are impe^-sod for offence under the 

Act, 
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9,5,4 


Ihfl Proven 

In ttiair groc-l t rnzi da ta-jir r,::^ fits s^^ne nnscrup- 
Irms ^nd disb-nQSt nanuf ictnrors can stoop sc low as to 
adultsrato the fcou oi.i^xjs v ch spurjf-us substandard 
or Gven inodiblo forcir>n nac r, Such practices arc sought 
to bo prevented and c iitr. jl*. ^ r^ugh tho law, Tho rele¬ 
vant legislation is px’uvcnti. ' .idultopation Act 


CPFA) 1954. 

No person is pSiTiiitted co manufacture for store or 
distribute any adulterated food, ar^y adulterant, or any 
article of food for tne sftle of whicn is prohibited by 
ttie Ebod Health Authority in the interest of public health 
Similar restriction has been imposed on importing any adul¬ 
terated food or any article of food in contravention of 
the provisions of the Act, 

The Act also provides for the analysis of foods arti¬ 
cles through a public analyst who is appointed by the Central 
Government, Pbod have been empowered to takd 

samples of any food article 'rom any seller and send it 
for analysis to the public I* ?t. Ho can also prohibit 
the sale of any food article iin . terest of public 
health vdth tho prior approval of the local (Health) Autho¬ 
rity, If the Local (Health) Authority is satisfied that 
the food article is unfit for human consumption, it may 
get the same destroyed after giving due notice to the vender. 
The adulterated food can bo forfeited or got destroyed 
Jk?reovor, tho person concerned shall bo prosecuted. 

Ho manufacturer or distributor or dealer in any food- 
article is pormlttod to soli Such article to any vendoip 
uiaoss hQ givos a warranty in vfriting about tho nature and 
«iuaiity of each a^^ticlv, 
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Ths3 violation of th<i pit,visions rogarding tho proven- 
tion of food adultoration is punishabl". with imprisoiun'-nt 
and fine, 

9,5,5 TI^ Standages ot Wajghts -^nd Moasuro s-^o^y 1976. 

'Iho ‘btisi'cpf th. titandaa?ds-of Weights^and.. 
Moasunos ,A.ct, 1976 is to i^stabllsh standards of voights and 
miasiires to roguiati the intcr-stati, trad^ or commarco in 
weights, measures, and other goods v'-iioh are sold or distri¬ 
buted by ■weight, measure or number, Thu major consumer pro- 
taption measures under this Act aro as folloVJs t 

(i) Bstabiislqment.nf .standards of...Haights..and mea s.u£p^,,i 

Bvery unit of -weights and measures ie to be basud on 

the units of metric system^' Thu^ various base units of vcigits 

and measures have been specified, e,g,, metre for length, 

kilogram for mass, sodiond for time, and ampere for eiedtrlc 

current, Tho usG of non-standard weights anC measures his 

2 

boon prohibitod, 

With the intre dueexo-. m-rric .y ten of weights 

and moasuros, it has become easier uven for tho ’S.'^drage efcaa- 
sumor to •under s-band the various units cf weights and measures 
and to raake quick caicuiatiorts whilc^ having dealings with 
dealers/distributors and thereby sa-W.ng himSulf from tlw 
unsorupuleus traders, 

(ii) VQrif-icat:lon,and g -t a mping of the wQiKhtS. ajllJaaM maa * 
All the units of weights and ussasuros are poriedioany 

verified "to conform to th- standards established under th; 
Act and aro stamped by appropriate authority. This is in¬ 
tended to provide further protection to the intoreat of tto 
oonsumor by curbing tho activities of unscrupulous or nagU- 
gent dealers, who may resort to undf-r-woightmant and alicrt - 

measuring* _ . —- 

~i*' '^e'otlcui 4iC 1) 2, Sectjx>n 21 
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Thi- Dirvctr r ond th> Inspector Upp-^intjd luador thu 
hdt hav- boan jmpw<.rod b. enter, bt any ros'^nablo time, 
into winy promisos, end u' u-w*rcli inspact, and size 

'any v-ight, m-esiirc v ' r sub; cL t-' int.r- 

% 

stitu trada ‘-nd conimorce,' ma any rv-lov^nt r«-cord, regis- 

3 • - * . 

t^r or oth^r d cument, 

(lii) 

JiVwsry false cl’ uriv rifled waignt or nioasuro -^nd w^very 
false p’ckaga used in r.^lation b-; any int^r-statn trade or 
commeica and seized under the Act is liable tr be ferfa tod 
to the Government. Hovrever, such unverified wight or nna- 
sure slv^U. rr)t b- subject to forfeiture if the person con¬ 
cerned gets the sani'’ verified ^ nd stamped within the pres* 

4 

cribsd time. 


(iv) Pmhibltlcn of qur.tation, non- 


;a wiaus o i wuL 




In th- course of in -er^stete trade or ccramerco, 
following havw. proLxuit..d, unless they are in accordance 

with the standard rni' , ■ at, ncasu’, v ? nuai tion ; 

a) quoting or making 'mouncom’nt of any price or 
charg~4 5 

b) Issuing or displaying uny prlc^. list, invoice, cash- 
memo or other dC’Cum nt j 

c) pr-jparang or publisning arp,' advurtlt^ ^ment, poster, 
nr othur doGumjnt 5 

d) indicating th- contents of any package dither on 
itself or -u any label, Carton or ether thing 5 

o) indicating the contents cn any container 5 and 

f) expressing any liuantity or dimonsions.^ 

V 

n -r., , -J ii 'li -|i -• - -^ ■ 

3, ;b.ction £9 4* Socttcn 30 6. Section 33 



ThQ Gontro.V'jn.tion jx c^ny o' prLvisir.ns en¬ 

tails S' p‘uriishmx;;nt mtii Tina upt. c o tiiousanci mpeos. In 
tho case of the socoiicl or. ,iy s-bs. uv-^nt offenco, tho punisti- 
m^ab provided is th:^ ^ 


t 'OP ■ ^ up to 3 years 


in addition to fine. 


r’ • t 


1 


(V) 


aG_. : J of com .uL 

lam-j 



*' i u 

a) iivary manuf ccuro, discributor or dollar of any 
commodity, which, is sold .ui pack.cad form, is Tvviuired 
declare conspicuously i'l bhe proscribed manner tlia following 
particulars : 

1 , the identity of the coni.i'dity in th- package ; 

2 , the net quantity, in b^xvis c'*' the standard unit of 
weight or measure, of b’: coiimcdlty in tho po-clsa ge \ 

3, where the comuodity is p''clcagGd or sold by nmbsr, 
the accurate numb r of tho coinnodity contalnad in 
the package 5 

4, the sale price par imit r ' tho cxinmodity in tho 


package I -Uid ’ , 

5, the sdie price of th- package, 

h} Every package must bear the names of tho manufacturer 

I 

and tho packaur or distributor. 


c) The statem'=int on bho package or the label regarding 
the net weight, measure- jr number of its contents, must not 
include any expression which t-nds to quaii^'y the weight, 
measure or number. However, th-^ lantrai hovemment may, by 
rules, Specify the oom.'oditi-.-'S, th; vroight or measure of whioh 
is likely to increase or decrease beyond the proscribed tole¬ 
rance limits by reason 0 ' climaclc variatichs, In. such, a cage, 


the manufacturer can qualify; th- 
Content of bho commodity by tre n 
Unless speoifl^^ eXQ'mptn.h w 


statement regarding the net 
re of th-' wsrds *' ifJiieu packed**, 
h 'U granted apooificaliy 


»!*» 


*> *» 


* 


6, Section 66 . 


■ti* f t 
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Dy thu Central Gov. mraont^ no one is perniitted, tr' uo.j tt-’ 
’*ids *’ wlfeDn paoksd " while Indlcato-ng net •vniglit, 

d) VJh.-ru thj Gontrai Governraent nas raaeon to beil.^ve tlx.c 

' la njilui prolir.'" 1 a - v-a^uU; -a. xivnb ' In 

v’uch any coriiaDdlty Is b^'intj packed for sale, distributicn or 
d livery .*nQ. such imduQ prclifovation impairs the .n<"3onabl'. 
^’billty c' the consiua-ar W nak- a cx*mparativ:- assassiunt o-C 
thj rricis after C''nsiderinr th? nut cpiantity or number oT 
ouch ec.ciriodity, the Gc^verra'i-nt may direct thv- nfinuf-a’turers, 
pack' ’s cr distributors to sail or distribute or dalivoi- uho 
oonmodity in the prescrlbod standard quantity or nu.nh 

e) Wliencj^er t io rata^I price of commodity in 

forr. Is s'Catod in any aavertisenent, thw advortis ..i. nt ou c 
a conspicuous djciaratir.n regarding tn^ nou .'u n:,.i 
or tn,. nunbir of comtnodlty contained in the p.icka,^ . ^nu -i 
retail unit sale prica, 

IIo person is Owm.''ft I +o s-jH a p- hva e oontaj.n. .ig a 
coLimodiiy ^Mcr is fiiiad T c's tha the rrc 5 crib..d e.ap.'.city 
01 the package except -wharj it is proved that thv pa?k>.,.- ’in 
s; fi]litl uidh a vi.-w to 

a) giving pro taction to tha contents of the paclo.pn 

b) meeting the requirem-.nts of machines usad rb i . 
th3 contents of such package, 

>, fho Central Government is ompeworeu t"' spociib' i a . 
/'•riatl^us in the nst ccnt'nts of the comiiodity in a T,'-’Chi ’ 
vjhicn nay b caused by th ’ msthod of packing or th^ r.rd' 
'xposur'-^ which may be undorgene by such commodity afv ’ 
ii^'.roi'uccd in trade or Commerco, The Contral Gc-vornu;ni' 
aia' Qxenpt any olasa of coauaodlties or packages frr.m 
Tki'ihireLrrnta, 


fhr ft'illurc k crapiy any cf thm above p;;,, 

. - puxkViuhiu ¥ith flnuj , :h istsuid tc five tV**-;-;-'n 


t 
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9,5.6 

' On 3 of bhe ra=ijor pro510113 b^forj consiunyrs in India 

is presented by the situotion of spiraLUng prices and 
ccntinnous shortage of Cortain essential c^'miaodlties, • 
lllc- =dibl 0 oils, vonaspatij petrel, koros.ne, sugar, 
tea, soaps, oeiient, steaj and paper. 

Thriji le %, fo r . t^, ^rc tlea 

* ”''1 * « 

of shortage of essential,commodities and ti.eir rising pric3s 
are contained in the ilssential Goinnodicies act, 1955, The 
Act is intended to provide fer the control of production, 
supply and Oistriction of, and trade ana comnerc? 
essential commodities vibh a vl w to saf e ^piarding the in co¬ 
res ts of the general public. 

The commodities which have been defined as essential 
comniodities under section 2(a) of the Act are as follows « 

1) Cattle fadder, including oilcakes and other con¬ 
centrates 5 

2) Coal, includin': enh- -aid other riv^tivo? 5 

3) Component parts and accessories of automobiles | 

4) Cotton and Woolen textiles 

5 ) ’ Orug^S^jjt■'*^3under .seci;i4i^ 3(h) .Drugs 

and Cosmatics Act, 194o) j 

6 ) Foodstuffs, including edible oilseeds and oils § 

7) Iron and steel, including jaanufacturad products oi 

iron and steel 5 .. 

8 ) paper, including newsprint, pap^erboard and strawboard 

9 ) petroleum ahd petrolsum products f 

10 ) Raw cotton, whother cinn'd or ungtoped, and cotton^ 

seed ; 

11) Raw jute ; 

12) Any other dags of oooraodil^S declared by the Oentmi 
Qovernm^ht as essential oonsiiodi't^^* 
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Under tiiis provision, a large nnmbor of cormnoditles 
hav3 been declared as essential commodities by che Jentr.^r 
Govt, such as drycell batteries, babyfoods, etc. 


.interest o 


i nsn i-r 


0 V. be "Ci 




imder the Act by way of c‘rtam regulatory measures appli¬ 
cable to the production, supply and distribution of essen- 

tiai ccmmoditlQSi fhs ma^br provisions relating to* ct’nbiirri' 

1 

protection are as follows t 

i) Availability and eequitable distributioxi oL' escentra ^ 
commodities (Sec 3(1) and 3( 2) 5 

ii) Fixing of prices df essential commodities accp'ir.u 
by the Govt, (lee,3(3)*, 

iii) Regulation of prices of foodstuffs for sai<- co 
rai public (3ec.3(3A) *, and 

Iv) Appointment of authorised controller for imc]trl._. n ^ 
producing . or supplying essential commoa.^tic s ( j-c, 
3(4) , 

0,5,6 i Availa bi lity a r l jSqui ta ble Distryj-tiqn^of antia^l 


If the Central GoVI'rrmient considers i't necessary L'cr 
maintiiniiig or increasing supply -^f any essential commedi' : 
or or securing their er.uitablo distribution and their a-^ ^ 
ability at fair pric 3, i£ may provide for r'fgil tui' cc 
prohibltir*; the production, supply and distribution on'’--v 
and commerce therein. 

In pai’ticuiar, tho Gov-'rnm'-nt order may prcviuc f'r 
following j 

a) Rsgulatins by lie-nees, permits or bther^'--, bv 
production or manufacture of any essential c m ■■ ■ 

b) Gontrailing the priao at wiuch any osSenoio 

■H, ' 

dity may be uought or sc^ld* 
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c) ileguiatinr: by lic':naa3, permits or othansdsoj the 
storapo, tran^^ortj distribution, disposal, acqui¬ 
sition, ut’iO or Q6nsunptien o? '‘ny osnontiai csoiamo- 
dity 5 

d) prohibitinc tho witfi boiding -Troa sale of any ossaH'* 

ticil Commodity orax,-«-riIy Toj- s^Iq 5 

e) Ra'uirini any poison lioldj.nr in stock or engaged 
in the :rodnotion ci xn oh bnsinos" of buying 
selling o [■ any os-/«ntla!l comiiimity to soli 
quantity hold in -tock far produced by him to the 

K 

Gintral Govt, oi‘ a ccate Govt, or any other speci¬ 
fied officer 3 

f) RGgnl.itlnj or prohxbitiiig any Transactions relating 

to food stuffs ov cotton t-xtilos, Uiilch are dato- 
rimantai tC' t^he ub 10 inter^^st 5 

g) Making ditry, search or examination in r.-spset of 
the followiiig 8 

1) Any article in -.-aspect cf winch there is reason 
to believ3 Ghut a contravention of the order has 
been made ; 

2 ) Any aircraft, v-sicl, vehicl or other conveyance 
v'tcj used in carrying such articles, it there is 
reason to boliive that tli conveyance concerned^ 

-is liable to be forr-ltcd. 

This ie one of the most substaxitive previsions of th& 

Act and gives wider'powers tc.' the Central Oovornmant, A nmber ’ 
of orders hav: boen issued by the General (^vt, from fcima 
to time as also by stat^ under tha autlvTity 

i*V' 

to them under the act. '' 
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9.5.6.a 

bv thn 

Th‘3 "broad -gcirxciples [pv-mjn" the paym^rt of prices 
for the comuoaicies ae 'uixvd by the- Central -Tovt, of any 
Ctato Government ar-. spelt out tinder the Act, The Govem- 
m-nt concarnud lus tho descr.biona-y powers in the matters 
n.latins to tna fixation of pric*. of an .ss-ntiai commodity 
when it is aired by tho Govemn.nt, In such cases, the 
seller shall bj pi^id tie pidcc of tliv^ commodity in the 
following manner t 

a) Agreed Pr..ce t Whir? the price can bo agreed upon 
by the Governr.roit and th-^ silJcr, c-uisistaitly with the 
controller prici, if any, fix'd und..r this section, tide 
agreed pric^^ is to be p-^ld. 

b) Coiii^XLd^ric^.j b'h-re no 'greement as to the 
price is r;;achid ^ the pric-’ c>. Icu3.ated with reference to 
the controlled pric- is to bu p-'id, 

a) Market Pr j^ce j Uhore tnerj is neither an agr-;Qd 
price nor a con broil d ynco, chs price calculated at the 
pmvaiging market rate ?s to b - p'-iid. 


d) ti on o f :*el],iii;; Prices, of,food ..S..i:uf.t§ t The 

Cjntrai Govern .nt has b ni empOv-^-ired to regulated the 
soiling prices of foodstuff p in any locL^ilty, This can bo 
doui when the Central Gov-'-xVim nt is of the opinion that it 
is nseesparj' so to do for ocntrolli. th rise in prices, 
or preventing thw* hoax’ding, of any foodstuff in the locality. 
The prices shall bi dotimined in acior dance vnth the pro¬ 
visions of section vX3A) of the Essential GomnK)dittos Act, 
1955, 


The Wsis of prico fixation in tliis ca»ewlil be the 
same as in the ohse c? procurcmv.'nt of osseutial commodities 
by the Central Govt, xcept that of the market priceThe 
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Markot prica m ckis caoa sl:iaii ba cv^lculatod >7ith rafe- 
ronce to th. ay^rago narkut rat'j pr.-viiilr^c iia tho 3x)cality 
during tho p -riod of 3 anr^ths inic: ^diot jI;' prcc ’d y thQ 
data o'^’ ch.' notifio ^ an av.ri 'pa ..arkat price pre¬ 

vailing in nno locality shall be corr.in^ d by an ofriciar 
duly ^^ualTcriSQd in tliis boh IJ ■'atn r^l ruiioc to tho publi¬ 
shing in tho iigur s ol th' privaoliiig market rato in res¬ 
pect of that locality or '’1 a n LgrVA’ring locality. The 
market rate -.o determined s'lcil b. Aid cannot be 


<lucstionad in any court oC lav. 

Section 3(3B) ol th- 'At provides Tor th.' fixation of 
pr^cc for foodstuffs and edible oils aciuirod by tha Govom- 
mant, Similarlyj ttu rules relating to th^ fixation of fair 
pi'ico of sugar payablw to tha producer hi a been made under 
section 3(3G), 

The purpose behind this provision is four- fold s 
i) To provide an incentvo to incr3asa tho production 
of sugar. 


11 ) fo vneour^i'A v.xp-nsio:- ot '-he indLusi-ry, 
ill) To anabla the ccue producers tc sfahro profits of 
the industry througn tna cans pric s higher than 
tn.3 minimum priors fi x-d | and 
iv) To secure distribution of reasonable quantity of 
sugar to customers at flar prices. 

Whora the Ck)vemin-.nt is of th' opinon tl^t it is 
necessary so to do for ra^int-.lntng or increasing the produ> 
tion and supply of an essential cmnmodityj it stay authorise 
any person to exerclsQ necessary funcSioas of control in 
rospcct of any un'5''-rbikrr'' in th# production and 


supply of the consudity. 
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.in order made by the Govarnrirait is relation to the 
rorjgoinp, tiers shai.l li v ]tc ^withstanding any 

thing incons^ ”oont tli'^reyith, coabained in any enactment 
other than tins .iCt cr any inatmm-nts having affect by 
virtue of any enactni'nt other bhan this Act, Thus, an 
order issued by th, Gover^rajiit unuor uh- dseential Gomino- 
ditius Act shall ov rrid> ^ny otliv^^r law, 

Jgcnaity 

Tlij contav.ntion of th-. ^bove m-ntion.d Ck)VGrnnient 
orders is punishable with fin. imior isonment up to ono 

year, Moroovar, any property in roiatiou to which the 
order has b.en contravc^nod aloagwith the package and the 
vehicle, etc,, shall b- forf^itr-.d to the Government, 

In order to prev nt renotitlon of conbravontions of 
r-guiatory previsions, th court is jmpoworod to direct 
that the pjrson rupwatadly centavening the provisions 
for the control of production, supply, and distribution 
of ntial com'''^'"■'h' : “1 ’ll nr t carry on any business 
in essential commodities fox'’ j. p*. riod of at least six months 
P.nality has aiso b.en provided for making of false 
statements .or furnishing of fals>- information, In case of 
offences by a company, bhv. parsMi inchargi of tliJ services 
shall h. held liabi for o-^ntravention of the order con- 
c-wrnid unless hv. pitjves t^mt the contravmtion took place 
witliout his knowi4-dga or that ho took an due measures 
to prevent such contravention, 

Offencjts under thi 4TCt are cognizable. The Act also 
provides for summary tJiial, 



: 17 a , 


9,6 3 mi 3 &r 3 [ 

Marketing and societv lias dos i intoraction. If 
marketing is given credit for ies S'-ciai ben.fits and at 
the same tim--. it is accused ox its evil afxucss ou xnu 
society and disregard for the consumer -nd tha sociwty, 

Th^^ neglect of consumer and soci'-ty ds 1 ,d to thi growth 
of consmerism whicn is raflv^ctod in th^ -mc-rgenco of 
voluntary consumer associations and a number of I'-gisiations 
enacted by Indian parliament, most significant among c]j-m 
being the Consumer protecuioi* ixct, 1986, the MRfp A.ct, 1969 
the prevention of Food Adulteration Act, 1954, th>-. standards 
of Weights & Measures Act, 1976 the Drugs and Cosmetics Act, 
1940 and the Essential Gommodites let, 1955, 


9,7 



C a) Shor-t^-answer typo_ ,ciuq^iarL§ 

1, List the major criticisms against mark^jting, 

2, Name "thG major cenoru.1 legislacioiio vMch regulate 
'iaa,k:’ting actrvlt:’ s. 


3, Natio. four consumer protectixi.n bodies set up under lav, 

4, Nano tho five types of trade practices vuich are tsrmed 


5 , 

6 . 

( 1 ) 

1 . 


2 , 


3 . 


nfair trade practices, 

ame the four grounds (basxs) on winch the MHllP Commission 
an initiate an euMuiry into a res trieUvu trado practice, 
ame any five commoditi.s, which are dosigmtad as esoan- 
dal commoditiss, 
ls.say -t.yjD^ ._riU;i§7j^,s 

'Marketing has profound impact on.'society **, Do fon 
•gree ? Discuss, 

ixplain tbo PslslAtlv. majtsui’os for oontw?. of nai!'. 
Lctlvities in India, 

ralyse and cxplAin th- rooant consur^or promotion, mea¬ 


sures introduced in India, 
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E^^pl'^in how tho cjnsuiii^r is sought, to bo protoctod from 
unscrupulous business pructicos of food} drugs & cosmetics 

jndastry, 

5, Explain th3 lolc of \Y{o 'protection 
of consumers» 

(c) £y.Q,3qc,t Wp.rjj; 

Carefully ch-ck a few advert!som-^nts of consumer pro¬ 
ducts appearing on TV and in newspaper. Suppose after one 
such product you find that you hav>- been misL'^d or deceived 
by t’l^ advertiser in so fer as the Cj^uality of the product 
was faulty and had manufacturing defect loading to accident 


or injury, 

Ifirito a complaint addressed to the president of the 
Consumer Disputes dcdrossai Forum of your district, stating 
clearly what romody you aro seeking. 


i 
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Urdt 2 ; 


Unit 3 i 


Urdt 4 I 


BUI 

?v'Vis,.d : 

.ylj.abns foi' 

iSx) 

XL (kirs^. 

- year) »B3ci 



J.njjn_iU f, 

iln- 
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4?/ 

Intr odln'j'cjon a Uatnt ?3 sccii: oT Hrrkotinj t 
Inijortance, i\inctioruij betwoii Marketing 

nnci js:a. 1 ag 5 Mark tjn,, criiV-ii; (j iclndmg sociotal 
approaoL) .» Gusbond’ ov.i But. c-ior. i. tae context of 
sriws cpor tic no, 

Gellxiu; ir tbc Vn 11 % J, --ct'd chd-act.ri- 

sties of the In'i n h. B.a bi.ig d:V'ii‘on.irnt - jcorx'-n3.o, 

so'.'dj^ - .. c.tu--. j.-.cior *, ConsurTirism, ckaljou'ss 

of chcuigc ii. u. ?. rL u^iT, nv..-onr.jnt . n' r for 
demuni C'-C'.tion •> ono ecatext o‘ o-nsrgdig tuyvi.-3‘ 
mvU’kot situcidnu «, CVract r 1 sides of eon.^unsrs 
^ndustrit 1 ..nd su d; • rkC-^ .n "uit.. 

_. -‘dxig i.aXa product 

olassxt^e-t ■ V* TC'^e, con-* 

V. 

vend one 0 5 sl:jop\ rr g aid cp Cj.w.v, goods etc| Branding 
packaging; Concept of P x. act Llf Cycle-, physical 
D1 strilnition - Uarahonsi ig, Ti«^nspc^rk tion; pricinc - 
Sotting prices in practico5 rronitio" - luixjrc ni'.o 
and difrorenco betwoon varjoua pro,iX)tienal toe3s, 

Iciporiw.w of DistxHiv. .r. 

n 

Moaning iM^nU o\L.ACirfion oj. C;*sru* ■‘Is o3 

Ghkni'.’''' • ' d'- Tucunor dnd ijidErt’ x &.oid^ 

Bc>lc rjP ini. d3-uu j lypoS of iiiddloran, 

luportenc* of 

Xcr*jiat ‘’or.rC'wS iotluos ox 1.1,0550.011 cx 

raCar.-ing 5 ^ do. ^ 00 up?*ti't si pioo." •Itn*' 


Unit 5 : 




1 


^r\d distrib’utlon c.sptJicts 
Inforiri^^ tlon for ."i uprovln 


; Orgoniiiin^ rnd a: 
g salc-n, 

'lociai .viip ofco X . 


objuc'-ions against Markc-f-'ng? Gons-ura: ri‘.nj “^:3 

k-.*0 V.’ of t - tulip Jict, J. OL^A.-- ^ 

3t , "’ho Drugs ad Go sa tics dots, TV >'X'' \^n'z 
o f Ibc T .. Till h* uct , *TKJ" Sl dffnh ivV M, f r- 

anT. -^^’oa ^tot^ and The Jsscnbiai Goix lo oi tuc' . 


■ visit moukst and list out vaL3i‘l-0 b 
c X sol. ctod _consunor products (snol' us ^ 
■’U cto, cig rottOj siiuvinp b~ d ■* ,- V'- 
-■ctable gheo/oil, JllGatric bulbu. si- 
c iiiiig fans, R-^frigjrator, C’.Iol , 
cycle ate.) anu o'*,•*'ssi-'y th-n in be di.r - 
catogpric^s such as durable -nd i_on"du*f"'.b i 
Coavonience, shoppinn ^ad sps'Ci hfi":/ -l.. 
fiay be foliovjx:d by ..v grou.}) uiscustioa o' 

^ ^-1 j- , -■, 


-ji ' ch cat'VtTy of the product, 

* ^ " I J 'jw • « M ^ •Jv >► 

2^ Visit to soma Rotuii Dstablisliricut 'to 

tha channels through ui^ch sciod. fl - ^'- 
yro ducts (a list nay bo dauojop' 'hr * 
Hi timte consuaai’s. This nvy b^ hi ^ 
’^rr^Ui) diacuss-Loa on tV r^ la >f v 
ladi .r?ios ill uirkoting of ::podr. 1 ;• ’ 
b, ■'’Isit to th ofCic: cf iiuauxactux’ 
of consuncr/industri <.x y " • ’ 

tha distributloEi channo;? B us'd oy d.n, 
his produces aval lab lo to thi b" .rt 


♦r ♦* •• 


Vf-" ♦* 

f' I 



4^ iSxercisbs in idantif^/ing (listir^^uishi;ig x\.kK‘S o' 


the packag.s (containors) oC fuv conp^itivc of 
consumej.' produots T I-:.-f'^0 discassion on tii ir 


nlus and .Inus 


• T^ , ',2 r. c<-^v.nq ffi'^ 


f “1 ' 


rcvenaGiibj if any, 

5, 3tudonts inay bo required‘fe observe iiipriant foaturos 

’ * r 

I 

of the salos proriiotion sctos (such as s^les c 
"r.o gifts, oDupons, oconony packs, spocjai dif. unts 
etc,) being run for son*- c^'nsumr -t ii tk 
by visiting tk^ narkot/scciruiing tk ^'^vurtiscri nts f. 
newspapers/kadio/TV, 

b. Pupils nay bv ask'^d io obsorvo uiAfCa, iHi* j.*- -c 
a given product ( of their choice ) is buinr p*^’rrt 
the market, This may bo follovod by u . vu; dxSco.‘c: 

on the subject, 

7, Co llGction of data on prices ; custoaers^ pn 

occupation religion, education, i^coi , S'ci i .A- 
ground etc,) in respect of sono of co.o"''. ti nvc 

brands of spocifiau iuOuuct (s^j/ 
tea leaves, etc,) wirli tho help of d' "tionn.ii 
adniinistcrcd to a select nunber nf retailors/a i sm 


0 -• ^ 


(f b. 
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f’lcik'p T'? Divulopnjnt of TJxt ftsck in Mculc.t i:; 

^ :i:i .T'unsliip It Id at productivity Ik ns. , i ' j 

'/ "t.'i n .■■• 


# *. *" * * ♦' 
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\;e ara ba >oy to place Volum"* II ox th- 
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I'liat it vji]i help your students acquire n ed 
the vOGutioa of salesmanahip, 
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i, In bl'o Toa of Harlcotinr 
:iul SalosnaviSMp 

ii, In obh^r areas 



<) 


» -"m# 


Y. w 


A 


4, rr(jfo'jiiiona:. CxpGriuneo (In S'.no 
j n'B : crj/o ffi c-c’? ploa so noiit j -- n 
r'bt ho:4 0 ' L-h m luro of wrrlc). 


■'ll 

F, ^ r i(>«* 


5 "fca"' ra-laress r 


n'Y.br 


1-, - 
' ^ ij 


'i-iv 


iMng, 


6 

»2Sm 


1 


Publishca wrk (books/articlos), if any, 

(fl.aso ni".^ iotills)* 





(i) Do you fool thu prosont b^^uk s -rr 
useful purpose ? 

(j-i) If yes, ,jl':>uoe ii'j-c 

IS :’t nulpful vc yours, "f ..nC t-c- oln. 
stin^ents/ 


(ill) a» Would you to roconu^oni’ tlr, bjok 

'u3 your stiulants ? Yos/r.o, 

1)* If ‘no^ please give reasons. 


3. Wnui 1 vour opiniou about th- lan.uaf;--' ox th, hoQ't 
rieaso tick the apuu'priite, 
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thsnselvjs. 
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Whicii chaster of th.. book do yo^^ lik- bii 
Please specix> aiiu tx reasons , 
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GLtl you nntioo any concopt/oxprossion/ sontonco vliich 
do not carry prociso neaning or whicn needs Turther 
olab^ration ? If yos, please give dotailc^ 










Be you feel the contonts of the hr:ok give adcciuate 
Uaiowludgcf to tb- students in tho area of ’salcs- 
mnship’. Yos/IIr 

If 'Kc*, give the chapters v4iich ne^d uudificatiens/ 
the rough r. vision (Please give uotailocL suggestions). 


' *■ s' !»’■*’ * ' »■ , i j< 4 ,5>' j ’’ 11 


h'ould you liku any chapter to bo inc.'iut.^ d in tho book 
cr excluded rrom it? ploasc specify, 


b: l you notice any inaccuracies/discropanci^s in the 
diagrannes/illustrations given in any chapter of th,. 
book ? ?l;aoo nontien, 

JtasaJsBi. 





15, ?l;as'j give your overall opinion mil suggestions about tlio 
booli for its inprovoiiont, 
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16, i, Would you lik- to bo associated vuth bln ir^Dvo- 

i.i^nt/iir)dificc.ti''n of. berk ? Isfh 

ii, If yos, ploaso spjcify in what way >x:uld you like 
tj bo associated ? 

(a) Revising/revriting a chapter Y^s/Lo 

(b) luproving diagraiigitic pr-scntation/illus*- 

trations ( If yos, pljaso spociftr thw; YjSAl- 

chaptors), 

(o) Translation of the book in local languago, Yos/IIo 
(d) ^iT-y other way (rioaso specify), 
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4^ \niich chaptor( s)/concupt< s) explained in th > toor. do yon 
Tuol ax’o tco conQiso and ahculd bo describ r, ±si 
details ^ please nonticn. 
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IJhich other chapters do yen fool need ir.pV'iv. ;ient *? 
Please spoolfy. 


6* \Jhat is your opinion abont th.; iaa:ii-p> •* ’ h k ie 
goncral ? please tick the - j. x*upel ^ : , 

i. It is sii’pl. and xm' x'■ i ■ ’ 1 

ii. It is difficxilt for th^ students ’cc nr d 

thensolves j 

iii. It is OK but thor.^ is a scope tor lei rovtoiont. 



